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DOLLARS AND CENTS LOGIC 


Within thirteen months we have increased our 
advertising rate from $1.75 to $6.00 per line, and at the 
$6.00 rate we have been compelled to omit copy from our 








advertising columns for lack of space. 

This is a record unequalled by any other publica- 
tion, and no publication could make this record, and fill 
its advertising columns every issue, unless the pub- 
lication paid its advertising patrons. 

We are carrying the same advertisers’ business at 
$6.00 per line that we carried at the $1.75 rate. 

If this means anything, it means that our publica- 
tion has paid advertisers. The logic is one of dollars 
and cents, and you cannot get away from it. 

Results in dollars and cents are more convincing 
than any theories or arguments that can be made. 

lf interested, write for rate card, showing discounts 
and full information. 


THE WOMAN'S MAGAZINE 


(Largest Circulation in the World) 
ST. LOUIS (WORLD'S FAIR CITY), MO. 





A. A. HINELEY, Geo. B. Hiscre,. 
1402 Flat Iron Building, 66 Hartford Building, 


New York City, N. Y. Chicago, Il. 
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The Banner Year's Business | 


THE INDIANAPOLIS NEWS 


Comparative Statement of Circulation and Advertising 
for 1902-1903. 














Circulation 


(Sworn Statement) 
Daily Average Distribution, 1903, : ; j ‘ 73:943 
Daily Average (paid) for the year 1903, Sh. So pee 
Daily Average Gain 1903, . . 7:790 
Daily Average (paid) for the month of Devsnbee, 1903, 69,092 


This does not include papers sent to exchanges, or advertisers, 
samples, file and office copies, service papers or returns. 

The circulation of THE News in Indianapolis is greater than 
that of all the other daily papers combined. 


Advertising 


Daily Average for the Year 1903, columns, . ‘ ‘ 62.92 
Daily Avetage Gain, columns, .. : : 5.44 


The Classified (Want) Ads 


In 1902 Tue News printed 234,257 classified (want) ads. In 1903 it printed 
264,123 of these ads, an increase over 1902 of 29,866 All the other English daily 
papers of Indianapolis printed a'total of 138,229 fuies the year 1903, THE News 
printing 125,894 more than all the others combined. 
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The Consumption of White Paper 


Portland, Me., January 1, 1904. 
The Indianapolis News, Indianapolis, Ind. 
odeieauk doe showin; nm] Thumber of. oi mo we ep bt THE INDIANA 
meni nu 
POLIS awe each Fear from b to 1908, incl elusive: " 
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1906.7. ° 
1896. 





5 1903 
leased to n ne to year, and 
be no excep n to the rule. Gare truly, BERLIN (N... Sy i H.) ao 


H. J. Brown, Treasurer. 
M. LEE STARKE, 


Tribune Buliding. rigr. General Advertising. Ttbune Building, 
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“JONES”—HIS STORY. 


As a matter of veracity, his name 
js not “Jones.” That is the name 
of the invisible person who sends 
him the letters. But the public has 
grown accustomed to seeing him in 
the magazines in his two familiar 
attitudes, and has associated him 
with the name of his correspond- 
ent. So he is known generally 
throughout the American continent 
as “Jones,” and under that name 
has become a famous advertising 
character. At the office of the Am- 
erican Typewriter Co. he is refer- 
red to as “Jones Puzzled” and 
“Jones Happy.” f 

“It is just ten years since we put 
our $10 American Typewriter on 
the market,” - said Halbert E. 
Payne, manager of the company. 
‘I had been identified with the 
Yost machine before this company 
purchased the American, and as I 
knew the value of advertising we 
used publicity from the start. 
‘Jones’ was not evolved at the be- 
ginning. We began to use him in 
1897, and he cost us a lot of money 
indirectly. This is his story: 

“The American $10 Typewriter 
was invented by a Frenchman, and 
we bought it with the intention of 
introducing it into schools and 
homes as a typewriter for children. 
In writing, the operator moves a 
pointer over a dial to the character 
to be printed and presses down a 
key with his other hand. The Ame 
erican will write somewhat faster 
than a rapid penman—thirty or 
forty words a minute. The work 
is in plain sight, the machine is 
very simple, having only thirty-five 
parts, and I do not exaggerate at 
all when I say that the writing 
looks as well as that performed 
by a $100 typewriter. We don’t 
claim great speed, and we make up 
the shortcoming on price. Well, 
our original plan of selling to chil- 
dren did not prove to be good. 
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But from the outset we found a 
strong demand for the $10 Type- 
writer among small merchants, par- 
ticularly in country towns. Even 
in the cities there are shopkeepers 
who wish to write from three to a 
dozen letters a day, and who are 
satisfied with moderate speed so 
long as their correspondence has a 
business-like appearance. The ma- 
chine answers all their needs and 
is inexpensive. We sell the ma- 
chine in New York City. right 
along. So we began to develop this 
field, advertising in leading maga- 
zines with page, half-page and 


TWO AMERICAN 
SHORT-CUTS 


The new American Canal 
witt be 4 Short-Cut to save 
p days useless travel 

jatwund the Horn.” 

The new American Type- 
Bar is a Shori-Cut trom 
acy tv type which saves 
1200 USE.@S Lepewriter parts.and $60.00 cash. 

«ert ano TF: 
Oh ONE STEEL QAR 
is the vaclusive patent of the new 


American $40 Typewriter. 
You can sce at 
a glance why thrs 
direct acting. steel 
takes the q 


py 
an w 


ue 


the stron; 
om most dur- 
able typewriter 


sample of work. nea teten 

days trl ole is you tek. 

tion Pragsor's. . 

THE AMERICAN TYPEWRITER COMPANY, 
: 266 Broadway, New York City. 





quarter-page spaces. We spent a 
great deal of money the first few 
years following the usual lines of 
typewriter advertising:- The’ ma- 
chine sold for $10, while the ad- 
vertising was modeled on that of 
the $100 machines. It brought re- 
sults—in fact, it paid—but there 
seemed to be room for improve- 
ment. We talked about alignment, 
visible writing, interchangeable 
parts, and so forth. Here’s an ad 
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of those days with the headline 
‘The World is Divided into Two 
Halves—Those Who Use the $10 
American Typewriter and Those 
Who Don’t.’ That is a specimen of 
what we were putting out. The peo- 
ple who bought our machine needed 
education in the advantages of 
typewritten correspondence, so we 
changed the tenor of the ads. 
‘Jones’ was the result. I thonght 
him out in 1897, and the first pic- 
ture, ‘Jones Puzzled,’ was made by 
photography from a model. The 
original of ‘Jones’ was a photo- 
grapher who posed in accord with 
my idea. He took the place of 
our picture of the typewriter, 
which had never been very ef- 
fective. Almost from the first he 
began to attract attention, and in 
two years had become so well 
known that we got up the second 
picture, ‘Jones Happy,’ from the 
same model. This was followed 
some time ago with the picture of 
‘Jones’ in his private office. These 
pictures are, in effect, a trademark, 
and the idea has demonstrated the 
value of a typewriter to people who 
have never owned one. In ten 
years we have sold nearly 40,000 
of these machines. I do not be- 
lieve that the same results could 
have been attained with the copy 
we ran at first, or with any kind 
of copy had we changed it regular- 
ly, for the same ad printed steadily 
has given continuity. Lately we 
have greatly reduced our space for 
the ‘Jones’ ads, for we are pushing 
a $40 American Typewriter of a 
new model. Yet the small spaces 
--one and two inches—have paid 
well in proportion to their cost, 
though I did not think they would. 
As for mediums, the magazines 
have been our standby, and though 
we aimed to reach people in small 
towns we have learned that the 
high-grade magazines bring the 
best returns. The more the cost of 
space the better the inquiries, as a 
rule. Harper’s, Scribner's, Cen- 
tury and all the high-class month- 
lies have carried our business. 
From time to time other mediums 
have been experimented with. 
You’d think the mail order papers 
would reach just the people we 
want, yet we tried them and gave 
them up. Religious papers also 


proved unprofitable for our prop. 
osition, as did trade journals, 
Daily papers have not been tried, 
nor the women’s’ magazines, 
Wome de not buy typewriters. 
“Wita cur new model typewriter, 
selling ior $40, we have adopted 
a differeit style of copy. It is more 
like the $100 machines—has a stan- 
dard keyboard, steel letters and 
ribbon. The carriage is every whit 
as well made as that of a costly 
typewriter, but the key and type 
are on a single bar, greatly re. 
ducing the expense of manufac- 
ture. It has 300 parts, where the 
average $100 machine has nearly 
1,500. Here is a proposition to be 
set before business men, so we 
employ the merits of the machine 





“Well, 1 am delighted. : At last Jones bas an 
American ‘Typewriter... Now from this letter | can 
tell what he is driving at—and what a relief from 
his pen-scribbled puzzles!’ [ll wager Jones will 
fo some business now."* 

The American Ten-Dollar Typewriter is as 
well made as the highest-priced machines, but 
more simple. It has stood the test of time. Seven 
years without a competitor. 33,000 in use. Cata- 

Jogue and samples of work free 


Che American Cypewriter Co. 





265-267 Broapway, New York City 





in advertising. The single bar is 
the leading feature, and to get copy 
that would set it forth to the best 
advantage I inaugurated a little 
competition among the advertising 
men of the Frank Presbrey Com- 
pany. Mr. Hawley, of that agency, 
designed the illustration used in our 
magazine ads—‘Two American 
Shortcuts’—comparing the type-bar 
with the Panama Canal. I believe 
that typewriter advertising is too 
indefinite, as a rule. Some adver- 
tisers use merely pretty ideas or 
pretty pictures. We try to make 
every ad tell a definite story, hing- 
ing the argument on some technical 
advantage of the machine, yet tak- 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 17. 


A Perfumed Newspaper 


may be a novelty, but what the average daily 
paper needs to make it acceptable to respect- 
able homes is not perfumery, or even disin- 
fectants, but a bath. A large department 
store in the Northwestrecently sent a big Sun- 
day paper of that section two barrels of per- 
fume, with a rubber-hose atomizer to sprinkle 
perfume on each sheet as it came from the 
press. It was a clever advertising ‘‘ dodge,” 
but it didn’t work. When the perfume lost its 
power to deceive, the stench of filthy adver- 
tisements remained to disgust the decent 
reader. 

The following home, evening dailies do not 
need to be perfumed or disinfected to make 
them welcome visitors to the most refined 
homes: 


THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE NEWARK (N. J.) NEWS 
THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 
THE WASHINGTON STAR 


They are clean, family-circle newspapers. 
Clean papers have entree to clean homes and 
are read by clean people. Clean papers pay 
clean advertisers. ! 


oe M. LEE STARKE, 
NEW yore” _ Mgr. General Advertising. Tribenicaga. 
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ing care to be not too technical. 
And in every ad we make a 
straight, business-like offer of the 
machine on thirty days’ trial. This 
means a great deal in results, for it 
puts the proposition up to the 
reader instead of leaving him with 
the vague notion that it is the old- 
est machine, or the one used by the 
King of Dahomey, or the one in 
the vanguard of American expan- 
sion. We never make any misrep- 
resentations, or leave a loophole in 
ads or follow-up literature for mis- 
understanding. The $10 typewriter 
will do good work, but it won't 
write fast. We do not attempt to 
conceal the latter disadvantage, and 
have made a practice of sending 
the machines on a week’s trial. 
“The $10 typewriter is a feeder 
for the $40 machine now. It is 





** Why in the world don’t a man like Jones get down 
to business methods when he can buy an American 
Typewriter for $10? Does he think I’m _ running a) 
puzzle department ?” 

DE al ad 

The. American Ten-Dollar Typewriter ‘is as 
well made as the highest priced machines, but more 
simple, It has stood the test of time. Four years with- 
out a competitor, 25,000 in use. Catalogue and 
samples of work free if you mention this magazine. 


AMERICAN TYPEWRITER COMPANY, "yew torn.” 


New York. 
commonly sold to a man who ‘has 
never had a writing machine, and 
acts as the entering wedge for the 
sale of the better one.. Sometimes 
we sell it to clergymen and phy- 
sicians, and the demand is so vari- 
ed that we furnish it in type to 
write Italian, German, French, 
Spanish, Portuguese, Russian and 
Scandinavian, as well as medical 
signs and large type for clergy- 
men’s notes. We are using some 
journals like the Book-Keeper, but 
cling chiefly to the magazines— 
Collier's, Saturday Evening Post, 





Pearson's and all the high-grade 
monthlies and weeklies. We em- 
ploy none of them regularly, yet jn 
the course of a year our ads for 
both machines are so well distrib. 
uted that we tell our story in each 
one. 

“ Jones’ is still a factor in the 
advertising of the $10 machine, 
and will be for some time to come, 
He has been stolen several times 
by advertisers who adapted him to 
other commodities, but we have 
protected him by copyright, and 
protested. In every case of this 
kind the imitation has been sup- 
pressed withdut legal proceedings 
—usually the infringement was 
made innocently by people who did 
not know that they were violating 
a law.” 


—_—__ +o 


THE FARMLR HAS MANY THINGS 
TO SELL, AND SHOULD AD.- 
VERTISE. 


The farmer pays but little attention 
to advertising. He is not used to it, 
and has not good judgment as to what 
it will do for him. A few years ago 
a neighbor had a fine, four-year-old 
Guernsey bull that he wanted to sell 
to prevent inbreeding. All that the 
stock yards people in this city would 
pay for the animal was $40. We told 

im that the stock yard was no market 
for breeding animals. The men to sell 
that kind of stock to were the men 
who want them for breeding purposes. 
We suggested a small advertisement in 
the Dairyman, but when we told him it 
might cost him $s, he took fright at 
once. He could not look beyond that 
$s. Finally we coaxed him to try it, 
and he received a bushel of letters. fi- 
nally selling the bull for $70, and had 
to send back several drafts to those 
who were too late with their money, 
He made $25 by the investment or 500 
per cent. Last autumn we had 460 
bushels of fine two-rowed Bavarian bar- 
ley to sell. All the buyers in this vi- 
cinity would pay was ss cents. A small 
advertisement in the Dairyman has sold 
430 bushels at $1.25 per bushel. A 
few years ago we persuaded three farm: 
ers near this city, who had each a half- 
dozen or so nice Jersey and Guernsey 
heifer calves, to advertise them. An- 
swers came from a dozen States, and 
they all went in a bunch to a purchaser 
in Idaho. Farmers do not often enough 
try to co-operate in this way. Some 
body must come along and urge them 
into it. Good profit can often be made 
on products of the farm, like 
grain, dairy cattle, well-bred pigs and 
fowls, by advertising them in a go 
farm paper, and especially in the local 
paper. The paper is a go-between that 
should be used more than it is. Farm 
ers should use good business judgment 
as well as merchants and manufactur 
ers. It is more than half the battle 
to be a good seller.—Hoard’s Datryman, 
Fort Atkinson, Wis. 
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ONE AD IN PRESS SOLD 


JOSEPH FLEMING & SON, 
IMPORTERS AND 
WHOLESALE DRUGGISTS, 
410 ano 412 MARKET STREET, 
1 ano 2 DIAMOND SQUARE. 


PiTTsBuRG, Pa., Oct. oth, 1903. 


.PREsSS PUBLISHING Co., 
Fifth Ave., City. 
GENTLEMEN: 

The returns from our advertisements in 
THE Press have been so satisfactory that we 
wish to congratulate you on it as a business 
getter. 

Recently we had a half-column ad of 
Mi-o-na in THE PRESS ONLY, and the 
next day we SOLD ONE HUNDRED AND 
FORTY-SEVEN BOXES. This is some- 
thing phenomenal, and we take this means 
of advising you, as we feel it is worthy of 
special notice. 

With best wishes for your continued 
success, we remain, 

Yours very truly, 
Jos. FLeminc & Son, 
Per W. P. Martsolf. 








A Voluntary Testimonial of the Value of 


THE PITTSBURG PRESS 


asa 


BUSINESS GETTER 




















C. J. BILLSON 
MANAGER OF FOREIGN ADVERTISING 
New York and Chicago 
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ROUND EVEN FIGURES. 


Burrato, N. Y., January 5, 1904. 
Editor of Printers’ Inx: 

In your issue of December 30 I read 
with some interest your comment on 
publications who furnish to the Ameri- 
can Newspaper Directory year after year 
statements in even numbers. Perusing 
the Directory I notice that, according to 
reports furnished by the publisher of 
the Dixie Miller, a monthly periodical 
devoted to milling interests, issued at 
Nashville, Tennessee, the circulationvhas 
been precisely five thousand copies every 
issue during the years 1900, 1901, 1902 
and 1903. ever a copy more and never 
a copy less. In Louisville, Kentucky, 
there is a still more remarkable instance 
of what may be called a circulation that 
does not fluctuate. It is called the 
Medical Progress, is issued monthly, and 
its output was exactly five thousand 
copies of every number put forth in the 
years 1897, 1898, 1899, 1900, 1901, 1902 
and 1903. What a surprise it would be 
to Mr. Trautman, the business manager 
of this remarkable periodical, if some one 
should bring him in a club of fifty new 
subscribers and thereby destroy the uni- 
formity of numbers tnat has stood for 
seven years without the variation of a 
unit. Yours truly, 

Rosert F, PEMBERTON. 


This correspondent seems to cast 
a veiled doubt upon the bona fide 
character of the uniform state- 
ments which come with some 
tegularity to the editor of the 
American Newspaper Directory. 
Printers’ INK does, however, be- 
lieve they are generally or at least 
frequently honest, especially in 
cases where a trade paper is con- 
cerned. Trade paper publishers find 
it often advisable to print a certain 
round edition either for sample 
copy distribution or other purposes 
which seem advisable to make a 
good showing. Circulation means 
the complete number of copies 
printed; what is done with these 
copies has a bearing only on the 
quality of circulation. 


> —— 
NOTES. 
A GENERAL folder from the Pittsburg 


Gazette outlines that daily’s excellent 
news-gathering facilities. 


Pearson’s qualities as a mail order 
medium are stated at length in a folder 
from Raymond D. Little, the advertising 
manager of that magazine. 


“Carp Styles” is a neat booklet sent 
out by the Maverick-Clarke Co., San 
Antonio, Texas, to show sizes of visiting 
cards and faces of type engraved. It is 
up to the standard of the advertising of 
this firm, which is distinctly to the fore 
in obtaining printing by mail. 


“Just a Word and a Few Pictures” is : 
a 


folder from the [Illinois Engravi 
Co., Chicago, showing specimens of jj. 
lustration and engraving in varions 
styles. 


In a pocket catalogue of small size 
the Gould Manufacturing Co., 16 Mur. 
ray street, New York, has compacted g 
large line of pumps and hydraulic ma. 
chinery. 


_Aw excellent little mail order booklet 
listing high-grade modish shoes comes 
from Schumacher Brothers, Milwaukee, 
The cuts are clean, the argument cop. 
fined to a preface and prices, and the 
cover in taste. 


“Tue Mark of Pure Gold” is a folder 
from the Electrical Review, New York, 
calling attention to that journal’s stand. 
ing as a quality publication in the Am 
erican Newspaper Directory—‘“the Braq 
Street of the publishing world.” 


Tue Starr Piano Co., Richmond, Ind, 
distributes a booklet containing the ads 
written for the Starr by Elbert Hubbard, 
‘sacse ads were originally printed in the 
Philistine, and are highly unconven 
tional and of unquestionable advertising 
value. 


A compact booklet from the H. T, 
Dewey & Sons Co., 138 Fulton street, 
New York, not only gives price-lists of 
the products of this pioneer American 
wine house, but tells how the various 
vintages are made, and speaks con: 
vincingly in favor of American wines. 


Voornees & Company, of the Morton 
Building, 116 Nassau street, New York 
City, have been given full charge of all 
the advertising of the Hildreth Infallible 
Remedy Company. An extensive cam- 
paign is to be inaugurated. Newspapers, 
magazines, street-cars and bill-boards will 
be used. 





We look upon 
Rowell’s American 
Newspaper Direct- 
ory as an authority 
.on newspaper statts- 
tics—F. G. Hamm, 
Advertising Manager 


Centaur Company, 
New York. 
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NATURAL HISTORY OF THE 
TRADING STAMP. 


Competition was the life of trade 
once upon a time in the long ago. 
Now trade is animated by the 
package coupon and the trading 
stamp. Just the other day the As- 
sociated Press reported that a 
saloonist in Trenton, N. J., had be- 
gun giving trading stamps with 
drinks. In Philadelphia recently 
appeared a want ad offering cash 
for the missing “N” coupon in the 
Malta Vita series. In Scranton, 
Pa., has been opened a clearing 
house for trading stamps. Cou- 
pons are packed in every article of 
food that comes to the kitchen, 
and sprout in the most unlikely 
places. The Diamond Match Com- 
pany puts into its product coupons 
good for subscriptions to popular 
magazines and farm journals. The 
concern controlling the penny-in- 
the-slot gum machines in many 
cities gives premiums for the re- 
turn of the tiny cartons, and these 
premiums, it is said, cost about 
twenty-five per cent of the gross 


receipts. But premiums have in- 
creased this penny business from 
fifty to seventy-five per cent. 
There is a humorous side to the 
premium, and a serious business 


side. A man qualified to talk of 
both phases is the “father of the 
trading stamp,” Thomas A. Sperry, 
president of the Sperry & Hutch- 
inson Co. Seven years ago this 
company began to introduce the 
well-known green trading stamp in 
the East from two small offices at 
320 Broadway. To-day it is a 
$1,000,000 corporation occupying a 
whole floor in this large office 
building. 

“The unusual side of the trading 
stamp is always in evidence,” said 
Mr. Sperry. “Green stamps are 
now given with theater tickets in 
Brooklyn, Boston and other cities. 
We have a dealer in tombstones 
who gives stamps. When you went 
to Sunday school I dare say you 
received little colored Scripture 
texts for regular attendatce. Now 
there are several Sunday school 
superintendents who give trading 
Stamps instead. Only a few weeks 
ago a minister at Tonawanda, N. 


Y., called on our Buffalo manager 
and said that he approved of the 
trading stamp as a means of pro- 
moting thrift among the wage- 
earning classes. ‘You ,merchants 
know how pennies grow into dol- 
lars,’ he said, ‘but laboring people 
don’t. Accumulating these bits of 
green paper in a book is a valuable 
object lesson in thrift, and I’m 
going to preach a sermon about 
them. You donate half the stamps 
needed, I’l! buy the other half, and 
we'll give a dollar’s worth to every- 
body who comes to church that 
night.’ The sermon was adver- 
tised and twice as many people 
came as could get inside the build- 
ng. 

“Now, the business side of the 
trading stamp is best shown in the 
growth of this company, for our 
growth is in proportion to the in- 
creased business of those who use 
our stamps to build trade. The 
business has been evolved from the 
premium principle, which is an old 
one in retailing, dating back to the 
days when manufacturers began to 
redeem soap wrappers. Then re- 
tailers began to issue cards in 
which purchases were punched, re- 
deeming them with silverware and 
other articles. Years ago I sold. 
premium silverware in Michigan, 
and devised the plan of having 
several retailers in a town use the 
same cards and give the same pre- 
mium. From that grew the trad- 
ing stamp, with the book to put it 
in. It vas my idea that the book 
would interest people when they 
began to fill it, which has proved 
to be the case. The first Sperry & 
Hutchinson premium store was 
opened at Bridgeport, Conn. The 
green stamp was so_ successful 
that a wealthy man in that city or- 
ganized a company to introduce the 
idea in Massachusetts. They 
went into that State with their 
own trading stamps and a fine out- 
fit of premiums, and had just got 
the public interested through ad- 
vertising when the Massachusetts 
Legislature passed an anti-trading- 
stamp law with severe penalties. 
This frightened the company so 
that they abandoned the field. sold 
their stock of premiums at a loss 
and left thousands of their stamps 





10 


unredeemed. We fought the Mas- 
sachusetts law, proved it unconsti- 
tutional and entered the State on 
our own account. This company 
redeemed every stamp issued by 
the first company, simply to create 
confidence in the trading stamp 
idea and advertise it. Gradually 
the green trading stamp has been 
introduced in other States, and in 
every case where other stamps are 
out we have redeemed them, 
though under no obligation to do 
so. This company is the only con- 
cern operating nationally. Other 
companies are local imitators. We 
have the right to the words ‘trad- 
ing stamp, and are now taking 
steps to prosecute infringements. 
Neither our stamps or books have 
been patented or copyrighted, as 
they do not come within the laws, 
but we have spent $5,000,000 to ad- 
vertise the green stamp, and have 
certain rights by priority of use. 
The magnitude of the business is 
best expressed in figures. We have 
200 stores from Maine to Califor- 
nia where premiums are redeemed. 
Thirty are within twenty miles of 
New York City. Some of these 
stores are veritable department 
houses, carrying nearly everything 
found in the largest retail busi- 
‘ness. We will undertake to secure 
anything desired by a person who 
has the stamps to pay for it, from 
a jardiniere to a $1,000 grand 
piano. Throughout the country 
we distribute 50,000 premiums 
weekly, or merchandise to ‘the 
value of between $6,000,000 and 
$8,000,000 yearly. At our Twenty- 
third street store 600 premiums a 
day are given out. Ninety per cent 
of all the green stamps distributed 
eventually come to our stores for 
redemption. Not a penny’s worth 
of merchandise is sold at any of 
these stores. Our office force here 
is 100 people, and we have 2,000 
persons in our employ. 

“Eight States have passed laws 
to suppress the green stamp, but in 
each instance they have been de- 
clared unconstitutional. There has 
been opposition to the green stamp, 
but it has won on its merits as a 
business bringer. Sometimes the 
opposition has taken the form of 
local associations of merchants 
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who issue their own stamps and re. 
deem them through a premium 
bureau, which is, of course, just 
a left-hand way of endorsing the 
trading stamp idea. The premium 
may have evils, but there is no 
question about its attractions to the 
consuming classes. Our business 
is built upon a knowledge of what 
the public wants, and our organiza- 
tion enables us to handle the pre- 
mium business more cheaply be- 
cause we work on a large basis, 
We are large buyers, and have 
greater purchasing power. We 
have kept up the quality of premi- 
ums, constantly fighting the suspi- 
cion of cheapness that is identified 
with them. The hostility to the 
green trading stamp is decreasing, 
Now it is accepted as an institution, 
and used by such establishments 
as the Siegel-Cooper Co. Adver- 
tising has made the green stamp so 
well known everywhere that it is 
practically legal tender. For ex- 
ample, a breakfast food manufac- 
turer wanted to promote sales in 
Buffalo stores not long ago, and 
advertised that a dollar’s worth of 
green stamps would be given with 
every package of his product. In 
one store the sales rose from twen- 
ty-eight packages a day to 600, and 
fifty-two cases were sold the first 
week. Had he offered any other 
premium of equal value it would 
hardly have attracted so mucn at- 
tention, for I dare say that in Buf- 
falo there are as many families 
collecting green stamps as there 
are readers of all the Buffalo daily 
papers. In Greater New York the 
stamps are used by 8,000 merchants. 
Every year we print about 2,000,- 
000, of the little books to hold them 
for New York alone, and 15,000,000 
for distribution east of the Mis- 
sissippi. The books hold $99 worth 
of stamps, and cost us about a 
penny each. For every town must 
be printed its own book, with 
names of local merchants who 
give stamps. 

“The latest development of the 
green stamp opens up still a wider 
field, and one where it will en- 
counter almost no opposition. 
About 3,000 manufacturers in the 
United States pack coupons if 
their product, redeeming them with 
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remiums. We propose to put at 
the disposal of manufacturers 
whose interests do not conflict the 
use of our great premium system. 
A uniform coupon will be issued to 
each manufacturer who adopts our 
plan, and their premium depart- 
ments, now involving vast detail 
and expense, will be taken from 
their hands and managed through 
a clearing house. Our range of 
premiums is wider than any indi- 
vidual manufacturer can possibly 
offer, and our knowledge of what 
the people want saves costly ex- 
periments. This will greatly facili- 
tate the giving of premiums as a 
means of increasing retail sales. 
The plan has already been adopted 
for all the Hood remedies, for the 
Force’ and ‘H-O’ products, Rad- 
way’s Ready Relief and Beardsley’s 
Shredded Codfish. Forty or fifty 
other leading manufacturers are 
interested. Or, if preferred, we 
undertake the redemption work for 
individual manufacturers, permit- 
ting them to keep their present 
coupons. Manufacturers also use 
green stamps as a means of pro- 
moting sales locally. The ‘Force’ 
Food Company recently offered fif- 
ty cents’ worth of stamps for every 
carton front returned in Buffalo, 
and sales were so greatly stimulat- 
ed that the plan had to be extended 
throughout the New England 
States and the East. One retail 
concern in New York City using 
our stamps will do a business of 
$4,000,000 this year, and its Christ- 
mas trade shows increases beyond 
cther years though it is generaily 
thought that this holiday season 
represented retrenchment on the 
part of the consuming classes. 
The Boston Post recently adopted 
the green stamp, and increased cir- 
culation 17,000 in one week. We 
have just bought out a trading 
stamp company in the Northwest, 
giving us unhampered right of 
way there. Altogether we have 
bought three competing com- 
panies,” Jas. H. Coitins. 

—_——<+o>——__———_ 

No matter how big a dinner you eat 
to-day, to-morrow you will be hungry, 
and no matter"what good bargains you 
offer to-day to-morrow the buyers will 


be looking for new ones.—White’s Say- 
ings, 








THE FACT THAT THE 
Chicago 
Record-Herald 


GAINED 
793 Columns 


the first ten months of this 
year as compared with the 
corresponding period in 1902, 
while its nearest competitor 
lost 672 columns, covering 
the same period, means this: 
That many new advertisers 
are giving the preference to 
the CHICAGO RECORD- 
HERALD over other Chicago 
newspapers, and that the old 
advertisers have found 
profitable to increase their 
space in its columns. 
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Circulation 


(Meo 
Attkentiom Y 


A well-established, 
high-class, prosperous 
weekly wants ideas to 
increase its already 
large circulation. 

Liberal Payment 
for the ideas it ac- 
cepts. 

Address for particulars 

M. M. M., 
65 Central Park West, 


New York City. 
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WITH ENGLISH ADVER- 
TISERS. 
By T. Russell. 

The retail Christmas trade is 
responsible for a good deal of 
extra advertising, mostly bad, in 
our London and large country pa- 
pers. At this season of the year 
many stores do a little advertising 
which at other times of the year 
neglect that advantage, and they 
do it on the evident principle that 
advertising is a bad thing any- 
way, but that as the other fellow 
will insist upon doing some, there 
is no help for it; however, let’s do 
it as badly as we can. A really 
Clever advertisement writer could 
do a lot of good to these fitful 
publicists. A good advertising 
agent could save them a great deal 
of money, I expect, on the cost of 
their space. An advertising agen- 
cy which, as many advertising 
agencies do nowadays, made a 
business of taking over the whole 
operation, preparing and illustrat- 
ing copy, selecting media, and ar- 
ranging dates, could undoubtedly 
make what is now only a very 
moderately satisfactory operation 
a great and startling success. The 
result would be that these people 
would become all-the-year-round 
advertisers. The fact that several 
of them advertise at Christmas 
and not at any other time is the 
basis of my inference that the 
operation does not give much satis- 
faction. If it did they would have 
learned enough to introduce adver- 
tising into their regular proce- 
dure; and they would increase and 
multiply and replenish the earth. 

* * * 

But the trouble is that they en- 
ter upon the operation without en- 
thusiasm and without forethought, 
putting it off until the last minute 
and crowding their space with 
miscellanies, instead of giving 
their goods a chance by the judi- 
cious selection and_ constant 
change of copy that would enable 
them to advertise different things 
properly in rotation, instead of 
crowding everything together. 


* * + 
But indeed the whole subject of 
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retail advertising here is ing 
rudimentary condition. The 
of the American department stop 
is that it impresses such a per. 
sonal idea of itself upon the publ; 
that the peopie who have buyyj 
to do read the department stop 
advertising before they read th 
news, very often. If the paper thy 
had the department store adver 
tisements did not have the 
and the paper that had the new 
did not have the advertisement 
a considerable proportion of thes 
buyers would take the former an 
not the latter. There is no such 
advertising here. 

* * * 

Neither is the advertising in ow 
papers studied with the sam 
closeness as it is in your paper 
If one of your large stores lets; 
mistake slip into its advertisement 
some fine day—if, for instance, it 
misprints a price—there is a rm 
on the goods. Conceive, for in 
stance, some well-known depart. 
ment store issuing such an adver 
tisement as this: 
WE SELL OUR $5 UMBRELLA 
TO-DAY 

FOR 500 CENTS 
(which wouldn’t be such a bad at- 
vertisement anyway) ; conceive th 
paper making a mistake and print 
ing the last line thus: 

FOR 50 CENTS. 
There would be a crowd in th 
umbrel'la department that day. 

* * * 


Pausing for a moment to.con- 
sider this situation, I have not the 
least doubt that the right poli 
would be to make good the words 
of the advertisement, regardless of 
loss. I believe that every reason 
ably well conducted store in Am 
erica would unhesitatingly make 
them good. Indeed, I have heard 
of such a case occurring, and in 
that instance the store made good 
the erroneous promise, and charged 
the loss to the paper responsibl 
for the mistake, which paid tt 
without cavil. This story, if true 
as I have every reason to believe 
it to be (for I think it was @ 
Printers’ INK that I read it) # 
honorable to everyone conce 
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That only shows the difference 
between the two countries. You 
are a thoroughly business-like, up 
early people. If such a mistake 
had occcrred in England the fol- 
lowing differences would have 
been apparent in the results: 

1. To begin with, the mistake 
would have been much less fruit- 
ful in its consequences. Few peo- 
ple read advertisements daily with 
care. There would have been no 
crowd in the umbrella department. 

2. When the erroneous price was 
pointed out, the salesman would 
have said, in all probability, “We 
are very sorry, madam; that is a 
misprint. We intended to say 500 
cents.” And the inquirer would 
have been satisfied in nine cases 
out of ten, and in no case out of 
ten, probably, would it have oc- 
curred to her to think that the 
store ought to make good a mis- 
take. Customers would have won- 
dered consumedly what the store 
was thinking about to make a 
feature of a $5 umbrella selling for 
s00 cents. Five dollars are five 
hundred cents, they would have 
said. Why in thunder make such 
a fuss of it? Smart advertising is 
not understood in this old country. 
We like things plain and simple. 

3. Supposing some Quixotic 
store to have thought it necessary 
to keep its printed promise, even 
when inadvertently incorrect, that 
store would certainly not have had 
the error made good by the paper 
that had made the mistake. “My 
dear man,” the advertising man 
would have said, “we can’t be 
responsible for a little error like 
that. Why, you'll be expecting us 
to tell you what our circulation is 
next!” And then perhaps the 
store man would have got mad and 
gone to law about it, and after the 
case had dragged its slow course 
through the inferior courts for a 
couple of years it would have 
reached the House of Lords, and 
the House of Lords, having heard 
the pleadings and taken three 
weeks to consider them woul: put 
on its spectacles well down the 
bridge of the nose, and clear its 
throat and say; “H’m, this is a case 
of umbrellas, According to the 
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Act of William and Mary, modi- 
fied by the thirteenth subsection of 
the twenty-fourth of George IIL, 
cap. xxxiv ....” and so on, and 


would rule that there was no legal 
tort, but that, in consideration of 
the circumstances, the parties to 
the cause, if any of them happened 
to be still alive, could each of them 
pay their own costs. 
*x 


* 


But the most important aspect 
of the matter is that such a mis- 
take (bearing the air not of a mis- 
take, but of a very advantageous 
offer) would be noticed by a 
hundred people in America where 
it wouwid be noticed by one here. 
Why? Because your advertise- 
ments are so much better read 
than ours. And why are they bet- 
ter read? It would be easy to de- 
duce that it is because they are 
better advertisements. But that 
they are particularly good is 
doubtful; at all events, when, as 
is generally the case, they consist 
of long small type price lists, they 
do not intrinsically attract. No, 
the reason they are better read 
than any advertisements in our pa- 
pers is because your people are 
better readers of advertisements 
than ours. 

* * * 

If someone would go ahead and 
introduce good, live department 
store advertising into our papers 
generally, as Catesby is already 
trying to do, I think our people 
could be educated up to it. But 
the store proprietors would have 
to be educated first. Some day a 
bright, brainy American will come 
over here, and spend a year in per- 
suading the big Regent and Oxford 
street stores to extend their busi- 
ness, and to advertise on a big 
scale; and when he has got them 
convinced, we may have a sort of 
small revolution. 


WORTH WHILE 


The trade and good will of 
140,000 GERMAN FAMILIES 
is worth while. Place your ad in the 


LincolnFreie Presse 


GERMAN WEEKLY. 
LINCOLN, NEB 
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A TRIO OF FASHIONABLE 
JOURNALS. 


Three monthly publications is- 
sued by the Dry Goods Publishing 
Co., 172 Fifth avenue, New York, 
accomplish a unique work in ad- 
vertising dress fabrics. This trio is 
composed of Dry Goods, a journal 
for the retail trade, and two fashion 
magazines that-go to dressmakers 
and women . generally—Toilettes 
and Junior Toilettes. The method 
of exploiting fabrics was recently 
described to a Printers’ INK re- 
porter by Max Jagerhuber, their 
editorial director. 

“We undertake a campaign for 
the dress goods manufacturer at a 
cost of from $5,000 to $10,000,” he 
said. “The manufacturer first 
brings us his ideas for a new fabric 
and we criticise them in the light 
of our expert knowledge of the 
trade, the consumer and prevailing 
or coming fashions. Not every 
fabric submitted to us is accepted, 
for if a new textile proves a failure 
when marketed the influence of our 
publications with the dry goods 


trade and the consumer is impaired. 
If the ideas are approved, the 
manufacturer makes up his fabric, 
and we design fashionable gowns 
therefrom. Lithographed fashion 
plates of these costumes are then 
published in Dry Goods and Toi- 


lettes. The former has a circula- 
tion of 4,500 in the retail trade, 
while the latter goes to 61,000 
women. Our model gowns and 
fashion plates are all made by 
women. The stiff, impossible 
figures formerly identified with 
fashion plates have been aban- 
doned, and each figure that we 
publish is human—a natural wo- 
man in a natural pose. We furnish 
what women want most, namely, 
ideas of how a new fabric will look 
when made up. We aim to do the 
most artistic, unusual work, and 
our ideas find instant appreciation 
among women. We go further. 
The model costumes are exhibited 
in our large windows on the second 
floor of this building. They are 
visible on this busy corner of Fifth 
avenue, and through Toilettes we 
attract attention to them from all 
parts of the United States. The 


PRINTERS’ INK. 


hundreds of foreign and home 
dressmakers who visit New York 
come to our parlors, inspect the 
gowns and receive samples of the 
fabrics, which are sold entirely 
through retailers, of course. Ap. 
other form -of advertising for the 
manufacturer is our pattern service. 
All patterns are cut by hand and 
sold at higher prices than any other 
pattern firm obtains. If desired, 
we cut patterns of any costume to 
special measurements, so that they 
are individual, and reach women 
who seek the exclusive in dress, 
Into each of the thousands of pat- 
terns sent out goes literature ad- 
vertising the fabric identified with 
that gown. We also furnish for 
distribution through retailers large 
fashion sheets made up of pages 
taken from our publications. 
“Junior Toulettes is.a_ smaller 
monthly magazine that deals ep 
tirely with children’s dress. There 
is no other publication like it in the 
world. Every month 35,000 copies 
go to mothers, and the ideas in 
each issue are appreciated because 
they save money to the woman who 
has a family to clothe. /unior Toi- 
lettes has reached its present cit- 
culation in less than three years 
with very little exploitation. It has 
a large newsstand sale. Dry Goods, 
which is also but three years old, 
deals not only with fashions, but 
all matters pertaining to the retail 
trade, such as finance, credit re- 
porting, custom house laws and 
rulings, imports, exports, markets 
aid trade news. Like Printers 
INK, its readers think so well of it 
that they willingly pay a subscrip- 
tion price of five dollars a year. A 
phrase that we use persistently in 
connection with this journal is ‘It’s 
the fashion that sells the fabric’ 
Toilettes is an old-established pub- 
lication which we bought in 1900 
and rejuvenated. It now has a 
newsstand sale of 40,000 copits 
monthly. Among the fabrics that 
have been successfully introduced 
through this trio I may mention 
the Rajah Fabric, a coarse woven 
silk, at once novel and economical, 
made by the Clifton Silk Mills; 
Elberon Velvet, Wm. Openhym & 
Sons; Sappho Silks, A. H. Sands; 
the ‘Money Back’ Taffetas of the 
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York Silk Mfg. Co., York, Pa.; 
Pladright Dress Goods, Oriental 
Waterproof Silks, Cloth of Gold 
and other specialties now well 
known among people who are in- 
formed on women’s dress. Our 
operations are confined to one man- 
ufacturing house in each line, and 
we naturally seek the best. There 
are many fabrics continually being 
marketed that are not up to date, 
or that are made to meet the de- 
mand for low-priced imitations of 
fine goods. For us to be identified 
in any way with an article not 
thoroughly meritorious would be 
highly injurious. 

“American fashions are now a 
factor all over the world, for the 
American woman is the best 
dressed woman in the world. But 
a very few years ago—not so many 
as five—the American woman went 
abroad for her gowns and dress 
ideas, but to-day American models 
are accepted in Europe. We have 
a fashion plate service for news- 
papers also, restricted to a single 
daily newspaper in a State. While 
this helps the manufacturer’s cam- 
paign to a large extent, the adver- 
tising is a secondary consideration, 
matter being furnished to the pa- 
pers entirely on the news basis.” 


eal nt ict) hee ela 
THE CLASSIFIED ADS OF PRINT- 
ERS’ INK. 


Jep SCARBORO, 
Writer of Advertising, 557A Halsey St. 
Brooktyn, N. Y., Jan. 1, 1904. 
Editor of Printers’ INK: 

Just to reassure of the pulling power 
of Printers’ InxK, since December 18 I 
have received twelve inquiries, resulting 
unmistakably from my little ad in your 
classified columns. One from India, two 
from Scotland, one from Manila and the 
rest from far and nearby places in this 
country. Four of these inquiries have 
already borne fruit in the shape of or- 
ders. I merely mention these facts pre- 
facing a wish for another prosperous 
year for the vigorous little pedagogue. 

Yours truly, Jep ScaRBoro. 


Sometimes outsiders can see more in- 
terest in a merchant’s goods than the 
merchant himself. Familiarity and con- 
stant contact rub away the novelty— 
his interest is allowed to evaporate and 
he becomes blinded to the very things 
which are most attractive to the public 
This is just why so many merchants fail 
to write crisp, convincing advertising for 
themselves.—Jed Scarboro. 


As one bad egg spoils an omelet so 
one bad ad may spoil the effect of a 
whole series.—Jed Scarboro. 
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ANOTHER REASON WHY  DE- 
PARTMENT STORES ARE EN- 
TITLED TO THE AGENT’S 
COMMISSION. 

It is a fact that a newspaper in any 
city which has not a considerable part 
of the department store advertising has 
a questionable hold not only on pros- 
perity but on life itself. The depart- 
ment store contracts for a number of 
columns of advertisements in each daily 
newspaper of its city to spread over the 
year. The amount may, and in many 
cases is, a page a day and the price will 
vary from $600 to $1,200 a page, or 
$187,200 a year. John Wanamaker paid 
one newspaper in Philadelphia that 
amount for more than twenty years. 
When he sought to be elected to the 
Senate that paper declined to support 
him and the advertisement was with- 
drawn. The newspaper, up till that 
time a prosperous property, languished 
and finally died. For such reasons the 
papers must come under the influence 
of the merchant to a greater or less 
degree. In some ways this works to the 
advantage of the newspaper. It has ‘its 
business centralized with a few solvent 
firms. It doesn’t have to solicit its ad- 
vertising at a hundred different sources 
—the queensware, the cutlery, the dry- 
goods, the jewelry, the boot and shoe, 
the millinery trades and so through the 
whole list, all come to it from one 
responsible house.—No. 51,727 in Star 

of Hope, Sing Sing Prison. 


The Toronto Star 


DECEMBER 23,421 | 


CIRCULATION, 
THE 


The New Year finds 
STAR in the ascendency, Within 
1§ months the circulation has 
gained over 10,000! All this is 
due to correct management, the 
right policy and a bang-up news- 
paper. THE STAR does not 
mean to lag. 


WATCH IT CROW 


A steady growth is a sure 
growth. It will not be satisfied 
until it is the best there is in 
Toronto. Rates are even at 
home and abroad. 

THE STAR carries more home 
advertising than any Toronto 
paper, morning or evening. 


The Chas. T. Logan Special Agency 


Agents Foreign Advertising 
Tribune Buildings, New York & Chicago 
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(A Roll of Honor } 





Notge.—Advertisements under this caption are accepted from publishers re 


according 


to the 1908 issue of the American Newspaper Directory, have submitted for 


that edition of the Directory a detailed circulation statement, duly signed and dated, or 
have supplied a similar statement for the 1904 issue of the Directory, now under, rgoing’ re- 


vision and to 
characterized by a +. 


issued in April next. Such circulation figures as are mentione 


last are 


These are generally regarded the ee paliichers who believe that an advertiser has a right 


to nowt what he pays his hard cash 
e 


black figures denote the average issue for the 
number in brackets denotes tne page in the American 


i indicated. The light-faced 
ewspaper Directory which con- 


tains the details of the publication’s character. No amount of money can purchase a place 


in this list for a paper not entitled to it. 


Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© 2), the so-called gold marks, denoting 


superior excellence in quality of circulation. 


(2 Announcements under this classifica- 


tion, if entitled as above, cost 20 cents per line under 2 YEARLY contract, oo 


year, 10 per cent discount if paid wholly in advance. 
tions to date showing increase of circulation can be made, 
a statement in detail, properly signed and dated, covering t 


Week'y, monthly or quarterly co 
— the publisher conde 
e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


amount of money can buy a place in this list for a paper not having the 


No 
requisite qualification. 


ALABAMA. 

miston, Evening Star. Daily average for 

isi 1,159. Weekly, 2,026, fare nteed (33). 

First phe = ap 1903, daily 1,858 guaranteed. 

Largest da weekly circulation in Ann 
ton Otstrict. "Weekly edition : The Republic. 


Biruiaghem. picminnneme News. 
erage for ! 18,488 (34); first seven months 
1903, 17,8983 se. 1903, 20,188; guaranteed. 

Birmingham, Ledger. dy. Average for 1902, 
18,980 (34). Av. Sor Au Aug., 1903, 17,586, guar’t'd, 

Montgomery, Advertiser. Sdvestinw Oo. Av- 


om circulation for 1902, guaranteed, daily 10,- 
(OO), weekly 12.841, Su Sunday 14, 6 25 (40). 
A 


Daily av- 


Kelley, pub. 
In 1903 no 


isbee, Review, dai B. 
Int 1902 no 3 less aa 1, 250 (46). 
issue less than 1,750. 


5,820 Agency, N. 


Phoenix, Repetition. Daily average for 1992, 
(47). & Cole Special A. Y. 


Logan 
ARKANSAS. 
gett — a =. In 1002 no —_ 4 
n " average for Augus' 
September, October, 1903, 1903, 8,109. 
Little Roek, Arkansas Methodist. Geo. Thorn- 
burgh, publisher. Actual average 1902, 10,000. 


IFORNIA. 
Morning Republican, daily. Avene 
tor 1902, 2 644 (67). E. Katz, Special Agent, N. 
kland, Tribune, daily. Average for 1902, 
ease (75). Tribune e Publishing Company. 
San Diegan 8 Sun. Daily average 
ae 902, Pa Fae (80). W. H. Porterfield, pub. 
San Franciaco, Argonaut, weekly. Ave’ 
for 1902, 15,165 (81). E. Katz, ‘Special A gent, N. 
San Franciaeco, Bulletin. R. A. Croth Av. 
for 1902, daily 49,159, Sunday sig ae a 
San Franetiseo, Call, d’y and of Te! . D. Spreck- 
els. Aver. for 1902, d'y 60,885, S’y tLbes (80). 
September, 1903, daily 61,068, Sunday 82,698. 
San Jone, Evening Herald, daily. The Herald 
Co. Average for year emt. Av enti. Aug., 1902, 8,597 (86). 
pan J Morning Mercu ny gy dail Mercu 
lishing Oo. A Average for 1902 6,866 (86). 7 
CONNECTICUT. 
rtford, Times, daily. Sversme for 1902, 
18 172 (111). Perry Lukens, Lukens, Jr., N. Y. Rep. 
Meriden, Morning Record and Republican. 
Repubi’n Pub. Co. Dy. av. for 1902, 7,887 (112). 
New Haven, Evening Register. daily. Actual 
av. for 1903, 18,571 (%)5 Sur Sunday, 11,292 (*). 


New Raven, Palladium, dail At 
1902, 5,500 (114). Z. Katz, ‘apecial Agen t, -. ¢" 


ig. | First six months 1903, 5,5: 2. 





New Haven, Union. Av. for 1902, 7¥ i ae 
8’y 8,825. (114). EF. Katz, Katz, Special Agent, N. Y. 


New London, Day, evg. Av. 1902, 5,198 (115). 
Aug., 1908 5,750, 


Bulletin Co., pub- 


Norwich, eae as. 
(115), Actual 


lishers. Average for 1902, 4,659 
average for 1903, 4,988 (3 *). 

COLORADO. 

Denver, Post, daily. Post Printing and Pub- 

lishing Co. Average for 1902, 82,171 (97). Aver- 

age for November, 1903, 48,626, Gain, 8,469. 


t@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 


DISTRICT OF COLUMBIA. 
Washington Kv. Star, dally. Ev. Star News- 
paper Co. Average for 1902. § 1902, 88,748 (© ©) (122). 
National Tribune, _wreekly. Average for 1902, 

ates? ¥ First six mos. 1903, 7i3.® 68. 
Smith & Thompson, Rep., N. Ye Chicago. 


FLORIDA. 
Jacksonville, Metro; —. daily. Aver. 1902, 
7,018 (128). Average ist 6 me 6 months, 1903, 8,229. 


Pensacola, Journal daily daily, every morning ex- 
cept Monday. Average for 902, 2,441 (131). 


Tampa, Morning Tribune. oe. Nan 9 Tri- 
bune Pub. Co. Average for 1902, 5,608 (152). 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, or one. | poe 
wy, 84,105 (135). Present average, 89,884. 
Atlanta, Southern Cultivator, agriculture, 
semi-mo. Actual average for 1903, 80,125 (3). 


Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 


IDAHO. 


Betse, fa nee News, dy. and wy. Copteel 5 lews 
. 1902, ay. B 2,512, wy. 2,405 
GED. ad vet 6 mos., 1908, dy. 2,800, wy. wy SRTD. 


UA 
Onn 
TEED 
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ELLINOIS, | 


Cairo, Citizen, Ngee Pte g December, 
1903, actual average, 1,110 (3) 0e oot 400s, 1,100. 
Daily, average 1903, 818 Bis GH). 


Champaign, News. In 1902 no issue less than 
1,100 daily and 8,400 heey (163). In Novem- 
ber, 1903, no daily issue less than 2,400. 

Chieago, Ad Sense, monthly. The Ad Sense 
Co., pubs. Actual average fo for 1902, 6.088 (176). 


Chicago, American Bee Journal, weekly 
Actual average for 1902, 7,485 (167). 


Chie Bakers’ Helper, monthly. 
Clissold” Average For 1908, 4,175 (+) oO) 


Chicago, Breeders? Genelia. stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Average first 25 weeks 1903, 66,74 40. 


Chicago, Dental Digest, 1 mo. DPD. H. Crouse. 
Actual average for 1902, 6 588 (179). Average for 
first nine months 1903, 703, 8,000 600. 


Chicago, Grain Dealers ealers Journal 8. m 

Dealers Company. Av for 1902, 4,416 (8.0) (75). | 
ome Defender, mo. T. G. Mauritzen. 

Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000. 

Chicago, Irrigation Age, monthly, D. H. An- 


derson. Average for oy 14,166 (1 1). Average , 
ten months 1903, 22,10 
Masonic Voice-Review,mo. Ave for 1902, 
26,041 (182). For si months 1903, 26,166. 
Chieago, Monumental News, mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, National Harness Review, mo. Av. 
for 1902, 5,291 (183). First 8 mos, 1903, 6,250. 

Park and Cemetery and Landscape Gardenin; 
mo. Av. for year ending July, 1902, 2,041 (183). 
hie: Record-Herald, Average for 1902, 
daily 155.424, Sunday 171,816 (166). 


Chicago, The Operative Miner. monthly. Act- 
ual average for 1902, , &, 666 (1 


Chie cage, I Tribune, daily. 1 daily. Tribune Co. In 1902, 
yA (QO) () 

East St. ae Poultry Culture.mo. Poultry 
Culture Pub. Co. Average 1902, 6,875 (192). Av- 
erage first six months 1903, 14,888. 





Chicago, H 


| 


Evanston, Correct English: How to Use It, mo. 
Average for year ending (/ct., 192, 9,750 (194). 


Kewanee, Star Courier Average a Loe 
daily 2,410, weekly 1,522 (203). Average 
anteed circulation ily for ‘August, 1908, By 906. 


Peorta, Star, evenings an ana Sunday morning. 
Actual sworn average for 1902, 28,742 (219). 


Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 
©, Courier ¢ daily and 8. Courier Co., 
pub. Act av. 02, 11,218 (244). Sworn av. ’03, 12,- 
B18. 8 Smith & Thompson, Sp. Rep.,N.Y. & Chicago. 


Evansville, Journal-News. Av. for 1902, d’ 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt..N. 


Goshen, Seemed ams, ‘Club, monthly. Average for 
192, 25,501 (247). persisten ent medium, as 
ives keep every issue fo decke for daily reference . 
in, News, dy. Hi Hilton U. Brown, 
1902—actual sales—62,188 (250). 
dail Ati 
ovember, 1903, 4,481. 


Marion, Leader, ony. TW, B. ty pub. 
Aumotnobetan for 1902, 8, 757 (257). For month 


Evanevill 


an nee 


aera Morning —— 
everage 1902, 8,002 (254 


Munele, Star, d’y and 8’y. Star Pub. Co. 
ending Feb. 1903, d’y 21,468, S’y 16,585. a0 
Notre Dame, The Ave Maria, Gols Nase 
magazine. Average tor 1902, some 
Prineeton, Clarion-News, al Pub- 
lishing Co. Average for e for 1902, 1, ae (264). 
Richmond, Evening Item, Item. Sworn d@ 
1902, 8,124 me for August, 1903, 8, 
South Bend, Tribune. Sworn daily ave 
1902, 4,861 (267). Sworn av. for Nov., 6,808." 


IOWA. 


Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for I! "1002, 1,400 (282). 


Burlington, Gazette, dail daily. Thos. Stivers, 
pub, Average first nine months 1903, 5, “ 


Burlington, Hawk-Eye, daily. J. aite. 
Av. for 1902, 6,818 (285). June 30, 1903, 1 Oe. 


Pern Times. Dy. av. es 882, s.- 
1,527 (202). Dy. av. October, 1903, 8,526. Cir, 
guar. saan than double of uble of any eunen daily. 


Des panties, om ital, daily. pace You 
| publisher. tual & average for 1902, 24,01 
(298). ym... October, October, 1903, 81 1e8b. 


Des Moines, Cosmopolitan Osteopath, month- 
ly. Still College. Average for 1902, 9,666 (294), 


Des Moines, News, daily. Aver. 1902, 87,118 
(298). First 9 mos. 1903, aver., sworn, 41,871 net. 


Des Moines, Spirit of the West, wy. Ho 
and live stock. Average for 1902, 6.095 ov 
Des Moines, Wallace’s Farmer, 
| Actual average January, 1903, 1903, 80,60. 

Dubuque, Catholic Tribun Tribune, weekly. Catholic 
Printing Co., pubs. Actual average 1902, 4,801. 

Museatine. Journal, dy. av. 1902 8,712, s.-wy. 
ve (315). Dy. av. ist 6 months 1903 4,188. 


ttumwa, Courier. Dy. av. 02 4,491, s.-wy.6,- 
os (319). 18¢ 6 mos. 1903, dy. 4,577, 8.-wy. 7,291. 


Sheldon, Sun, d'y and w’ly. 
Average for 1902, d’y on w'ly 2,044 oo 


Sh doah weekly. Sentinel 
Publishing Co. Se XL ty 8,681 (323). 


Ps: be Journal. Dy. av. for first 8 mos. 
1903 (sworn yaa, dy. ~ blero f 19. ~~ 
Tocords always The undisputed 
its big, virgin "i902 average 16,968 (24). 


KANSAS. 
Atehison, Globe. daily. E. W. Howe. (S34). 


Offers to prove 5,200 daily circulation for 1903, 
or receipt any advertising bill. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 192, 195,809 ($43). 


Hutchinson, News, d’y and w’y. Fong KA 
1902, no issue less than 1,920 (346). EB tite N. 


ee, Western School Journal. educational 
nd ly. Average for 1902, § for 1902, 8,116 (362). 


Wichita, d’y and w' Av. 1902, d’y 16,- 
| eT ehite fngin. dy a04,w: nolth, NY.  Ohtoage. 
KENTUCKY. 
peepee Breckenridge News. Yo J. 

Babbage. Average for 1 , 2,248 (368 


ington, Leader. Av. for 1902, d’y 8,78 
w ¥ 2.808, S’y 4,008 (373). £Z. Katz, 8. A., N. 


Y. 
Louisville, Evening Post, oy. 
Co., pubs. Actual average for 902, 26.89 ri 


. av. for 


rage 


est. 1879. 
24). 


g A 





8 





cading November 31, 1903, ig 669, 


Padueah, Sun, daily. Sun Publishirg Co 
Daily average for November, 1903, 2,289, 
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LOUISIANA. 
New | Oricane. mae ¥ daily. Definer bee eT 
er. Average 4 je 
Official journal city New Orleans 4 


New Orleans, Louisiana Planter and S' 
Mfr, wy. In 1902 no issue less than 8,000 (387). 

The Southern Buck, official organ of Elkaom 
in Louisiana and Mississippi. Av. '09, 2,866 (388). 


MAINE. | 
sta, Comfort, mo. H. Gannett, pub. 
Act average for 1902, 274,766 (391). 


Augusta, Kennebec Journal, d’y and w’y. 
— d’y, 1902, 4,719, w’y 2, 188 (391). 


angor, Commercial. Average for 1902, daily 
7818 weekly 29,012 (392). , 


Lewiston. Evening J Journal, dail Average 
for 1902, 6,640 (@@), weekly 15,255 (@ ©) (390). 


Phillips, Maine Woods, weekly. J. W. Brack- 
ett. Average for 1902, 5,416 (397). 


Portland, Evening Express Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 
’ Baltimore, News, daily. Srontng 
lishing Co. iy Dh 1902, 41,58 
December, 


» 190; 


MASSACHUSETTS. 
Boston, Evening Transcript wid (412) Boston’s 
tea table paper. Largest amon amoun week-day adv. 


Boston, Globe, average for 
Daily, 196,579; Sunday, 276, S296 ae, 
Average for 1903, dy. 195,554, Sy. 297,824. 
Largest circulation in New Fnvlon 4 
Advert ents go in morning and afternoon 
editions for one price. 


Boston, New England Magazine, monthly. 
America Co., pubs. _Average 1902, 21,580 (420). 


Boston, Pilot, every Saturday. ~ me Catho- 
— Jas. Jeffrey Roche, editor. (©© 


oston, Post, dy. Average for ~ Pig iL 
= Sor Oct., 1903, dy. 185,804, Sy. 172,- 
rgest p.m.or a.m. sale in New ngland. 


Boston, Traveler. John: H. Fahey. Established 
1824. — daily average 1902, 78,852 (413). 
For first eleven months 1903, ths 1003, 76,482 ® 


East Northfield. Record of Christian Work, 
mo. Av.for yr. end’g March, 1903, 20.541 (425). 


Au 


News Pub- 
(402), For 


418 


Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 


Lawrence, Telegram, daily. rele Pub- 
ishing Co. Average for 1902, for 1902, 6,701 


Sebem, Little Folks, mo mo. pana 8. E. 
Average for 1902, or 1902, 78, 50 (434) 


Springfield, Good Housel Housekeeping, mo. Avg. 
for 1902, 108,666 (436). For year end. Dec., 
1903, 185.992. All advertisements guaranteed. 


Springfield, Republican (4 (435). Aver. 1902, d 
15,406 (OO), Sunday 18,988 (OO), wy. 4,177. 


Woreester. Evening Post, daily. Worcester 
Post Co. Average tor Lor 1908, 2° 10,55 (439). 


Worcester, Lion anion, Publiqn e, French, dy. 
Act. a0. Sept, 1903, 5246 (+); Oct., 5,070 (%), 
iueennan. 

Adrian. gage ma D. W.Grandon. Av. for 
1902,1, 270 (440). v firat 9» 9 mths. in 1903, 8,650. 


Free Press. ress. Average for 1902, daily 
ans so, Genaey 51.260 (450). 


Detroit. Times, daily. Detroit Times Co. 
erage for 1902, 27,657 (450). 


Av- 





Grand Rapids, Evening Press, dy. Ave 
for 1902, 88,216 (456). 6). First 8 mos., 1908, om 


on d Rapids, Heraid, 
cer, Average for 1902, Herald, daily, , Eugene Ont 


po and only Sunday pe paper in its field, 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actua, average for 1902, $587 (461). Av- 
erage for wie six months 1903, 4,828, 


Jackso: and Patriot. Daily average 
1902, 5.082 dst); for Novem November, 1903, 6,041. 


Kalamazoo. Telegraph. ° h. 02, a 408,s.-wkly, 
7,579 (462). To Oct. 1, '03, d. “Ry. d Waed, 000 BAIA, 


naw, Evening News, ig News, daily. Average for 
848 (473). November, 1903, daily 12,908, 


Saranac, Advertiser, weekly. H.T. Johnson, 
No issue in 1902 less than 2,000 (474). 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1902, 62,208 (408). Act- 

ual average July-October, 190 ‘ober, 1908, 74,88: 


Mo Farmers’ rmers’ Tribune, me a-week, 
W. J. Murphy, pub. Av. for 1902, 74,7 14 (496), 


Minneapolis, Journal, daily. Journa) Print- 
ing Co. For 192, 54,628 (495). 


Minneapolis, N. W. Agriculturist,s.-mo. Feb., 
03, 78,1 68 (498). 75,000 guar’d. 35c. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, or 1902, 4,200 (© ©) (497). 


he gn Svenska Amerikanska Posten. 
Turn » pub. 1902, 47,075 (497). 
a -% olis iribene W. J. Murphy, pub. 
“he7. 0 est Minnea olis daily. * Aver- 
hn for 1908 “ante, 66,872 (496) ; "Bund 
56,850. For 1903, daily average, -— 52 
Sunday, 61, 074. Dail average, las 
re of 4908, was 77,129; bade 


24. 
The only Minneapolis daily listed in Rowell’s 


American Newspa: Direct 
that p its yl probes 





a considerable period down to 
date in ROLL oF Honok, or else- 
where. ond ease is one of ae 
nine Amer eae SS 
circulation ‘of "which is a utely 
nteed by R 


guara owell’s American 
Dirkétory. Advertisements go in both 
morning and evening editions for one price. 


one Paul, Dispatch, dy. Aver. 1902, 49,052 
Present aver. 58,181. ST. PAUL'S LEAD- 
ve NG NEWSPAPER. 

St. Paul, Globe, daily. Globe Co., 
Actual average for 1902, 22,825 ( 
mos. 1903, $1,529. 

&t. Paul, News, dy. Aver. 1902, ete A ged 
ee, 9 mos. 1903, sworn average 84,08 

Paul, Pioneer-Press. Daily average for 

1902 84,151, Sunday 80,986 (506). 

St. Paul, The Farmer, agri.,s.-mo. Est. 1882. 
Sub. Prof. Shaw, “Act. av. year end. 
Feb., 03, 67,875 (607). Act. present av. 80,000. 


St. paw y The Jolly Elk, mo. Av. 1902, 8,891 
(507). siz months 1903, sworn to, 8,889. 


sont Republican and E and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. )._ Av. past 6 months, 4,109. 
Westlicher Herold. Av. 1905 Av. 1902, 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826. 
MISSISSIPPI. 
, American, daily. In 1902, no issue 
30 (622). In 1903; 1,900 copies. 
MISSOURI. 
Zontin, 6 Globe, daily. Ate for age 9,414 


(641). E. Katz, Special Agent 


Eau ns Clty, Journal, dy da’ 
’ » wee! 


as ir 


Vieksbu 
less than 1, 


and w’y. 
16 Loo rte 
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Implement Trade J’rn’l. 


ity, Wee 
ane C v. 6 M08. 03, 9,898. 


‘Kanan 2, 9.187 AB). 


‘ansas Cit; Worle daily. Aver, 1902, 62,- 
ote. First» mos. 1903, aver., sworn, 61,452. 


erican Farm and Orchard, agric. 
Bd 3" 4 Actual aver for 1902, 4,888 
(049). Actual aver. May, June, July, 1903, pci 


h, Medica] Herald, month’ 
neato Average for 1902, 74% ern le 


St. Joseph, 300 8. 7th St,. Western Fruit Grow- 
er, m’ly. Kver. for 1902, 28,287 (557). Rate i5c. 
per line. Circulation 80,000 copies guarant’d, 


Louis, Medical Brief,mo. J. J. Lawrence, 
AMD i » ed. andpub. Av. for 1903, $7,950. 


National Farmer and Stock Grower, mo. Av. 9 
mos, end. Oct., °03 105,500. 1902, 68,588 (563). 


St. Louls, The Woman’s M. ne, monthly. 

Women and home. jaws’ be, Proven aver- 

age for 1902, ety 888. ctual proven average 

wr irst 9 mos. 7 wn 1903, 1, iikt6 oo 
phe 1908, € guaran 


—full count. Largest ‘cireula- 
evan 060 copies 1 in the world, 


MONTANA. 
naconda, Standa: for 1902 
1204 (572). MONTANA'S ;BEGT NE SPAPER. 


Butte, Inter-Mountain, dai daily. Inter-Mountain 
Publishing Co. area for 1902, 10,101 (573). 


Helena, Record, ev: . Record Publishing 
00. Average for 1902, 7 78 ‘4 (674). Average Jan- 
uary ist to May 3/st, 1903, 10,209. 


NEBRASKA. 
wee Deutsch-Amerikan Farmer, w =v 
(6%). Av. for year end, end, April 30, 1903, 144.5. 
Lincoln, Freie Presse, resse, weekly (690). Average 
Sor year ending April 30, 1903, 144,554, 
Lineoln, Nebraska Teacher, ae pewne 
Crabtree, pub. Average for 1902, 5. 
Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. In 1902, 1,660 (591). 
Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28 28,475 (594). 


Omaha, News, daily. Aver. for 1902, 82,777 
(64). First 9 mos. 1903, sworn aver. 40,055. 


NEW HAMPSHIRE. 
Franklin Falls, Journal-Transcript, won. 
Towne & Robie. In 1902, no issue less than 8,40 


Manehester. cre ix . Herb. N. Davison. 
Average for 1 7,500 (1 
Leith & rt, N.Y. "Rep. 150 Nassau Si. 


NEW JERSEY. 


Asbury Park, Press dy. J. L. Einmoet, ub. 
Act.av. yearend. July 31, "05, ‘08, 8,708. In 28,556. 


Commie, Dell Courier. 1] Est. 1876. Net aver- 
age circulat or year end. r end. Oct., 03, 6,885 (2). 


Elizabeth, Evening Times Times. Sworn aver. 1902, 
885 (616). 6 mos, 1908, 4,288. 


Elmer. Times, weekly. 8, P. Foster. Average 
for 1902, 2, 085. (616). we 


Hoboken, Observer, dail Actual average 
1902, 18-09% (lpn Sept., 1908 1903,2%,251. 


Jersey City, Evening Jot Journal, dy. Average 
for 1902, 1, 582 (619). Net 6 mos. 1908," 18,407. 


Jersey City, Sunshine, mo. . Floridy. 
Aver. for year ending Jan., 1903, 8i,n00 (426), 





Newark Pub. 
Co. “Av. for 1902, {008 dy. 60,406, Sy. sy. 1 rs ‘5 (621). 


Newmarket, Advertisers’ vertisers’ Guide mo. Stanley 
Day, publisher. Average for for 1902, 5,041 (623 (623). 


ant k, Register, ter, weekly, PJ 1878. John 
Cook. Actual average 1902, 2,857 (626). 


NEW TORK. 


Alb: Journal, evening. Journal Co. 
three months to October 1, 1903, 17,521. 


poses Times-Union, ever evening. Establ. 
$56. Average for 190%, 25,204 (635). 


Binghamton, Evening Herald, daily. Evening 
Herald Co, Average for 1902, for 1902, 10,891 (638). 


ewe i Goosen, wersing Enquirer, even- 
Ww. J. Conn Average for 1902, morn- 
in 48,818, evening 80,40 80,401 (641). 


Buffalo, Evening News. Dy. ¥: ye 74,284 
(641). Smith & Thompson, Re Rep., N. Chicago. 


Corni Evening Leader, ” tally. Average for 
1902, 1.064 (647). September. 1903, 5,955. 


Cortland, Democrat, weit. J. C. Parsons. 
Actual average for 1902; 2,228 (64 


waraniecd by Star. Av. for we 8.255 on. 
Guara et vit NY Rep, ‘investiga 
" ee Guar Y. Rep., 150 Nassau St. 


Ithaca, News, daily. Ith ly. Ithaca Publishing Co. 
—— for 1902, 8,116 (658). Av. for Sept , 1903, 
4,500. Leith & Siuart, N.Y. kep., 150 Nassau St. 


Aver- 


vit or person 


New York bg 
American Engineer, my M. Van Arsdale, 
pub. Av. 1902, 8,816 (681). ‘Av. ae 03, 8,875 (>). 
American Machinist, e construc, 
(Also European ed.) Ave we T8561 (OO (670). 
Amerikanische Schweizer Zeitung, w Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 (671). 


Automobile Magazine, month Automobile 
Average for 1902, 8,750 ( $6). 


hos = nae, may my W. R. Grego 
shers. Average for 036). 
coe for Jirst six months tho ent aly or 31, 1903, 

Benziger’s Magasine, tami family monthly. Ben- 
ziger Bros. Average for fe for 1908, 8,479 (686). 

Caterer. Senthil. . Caterer me. Co, (Hotels, 

Clubs, and lass Rest.). Average for year 
ending with ey 1902, 5,888 (687). 

Cheerful Moments, ee Te , We 

Publishing Co. Average for for 1902, 208,888 (687). 

Clipper. weekly. “Frank Q Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (© ©) (673). 

Delineator, fashion mo. Butterick Pub. 


ick 
Ltd. Est. 1872. Av. 1902, 721,909 (688). Act. ac. 
cire'n for 6 months ending June, 1903, 826,987. 


Dry Goods, monthly. Max Jagerhuber, rub 
lisher. Actual average rage for 4 1908, 4,86 9p 
El Comercio, mo. . Spanish export. J. Shep- 
ard Clark Co. Average for Ii for 1902, 5,875 (689). 
Electrical Review, weekly. Electri 
Pub. Co, Average for 1902, ‘or 1902, 6,212 ‘oor ene 


Elite 8 les, monthly. Pur Purely fashion. Actual 
average for 1903, 62, e125 (). 


eering and Mining wey eekly 
. Average 1902, 10,009, Oo (ib. 


Poewerd Association. Aver- 


Nowbarg> News, dy. Av. for 1902.4,257 (666). 
rani by affidavit al investigation, 


ry Co. 
ween 
4,416. 


Willis 


Forward 
age for for 109, S1.¥09 any 
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Frank Leslie’s Popular Month!y, Frank Leslie 
Publishing House. Actual av. for aa wee, eat 
(690). , 1903, a 258,650 copies. 


Haberdasher, mo., est. 1881. yews average 
1903, 7,166 (:k,) Binders’ vit and Post hes 
receipts distributed monthly to advertisers. 


Hardware, semi-monthly. Average for 1902, 
8,802 (683); average for 1903, 9,581. 

Junior Toilettes, fashion monthly. Max Jaeger- 
uber, pub. Actual aver age 1903, $6,540( 


Mornti Telegraph, dail h, daily. eva Zeleerah 
Co., pubs. Av erage for 1902, 9 for 1902, 28,22S (668 

Music Trade Review, music | pousie mn and on week- 
ly. Aver. for 1902, 5,452 (6 


New Thought M ‘ine, a ove to New York 
City. Average ending January, 1903, 29,289 
(183). Agerage ending m 1903, 104,977, 
sworn. The only medium for New Thought ow 

Pharmaceutical Era, weekly, pharmacy. 

Haynes & Co., pubs., 8 Spruce street. (Ol ©) oy 


Pocket List of Railroad lroad Officials, aly. Railr’ds 
Transp. Av. 02, 17,696 (702) ; av. 03, 17,992. 


Police Chronicle, weekiy. Police Chronicle 
Pub. Co. Average for 193, 4, 1908, 4,914 (3). 


Printers’ rag woes A nly. A journal for advertis- 
ers, $5.00 per Boo. well. Est. 1888. 
Average for 1008, ti. 001. 

Railroad Gazette, ined en engineeri 
weekly. 83 Fulton street. street. Est. ry (0) (680 
The Central Station, montl Ging Mag i C. Cushing 

Jr. Av. for year ending ding May, hoes 8,488 (687). 
Iron A » weekly, established 1855 ( ) 
676). tar For more thaw @ generation 4 
wg pemmomnion, in the hardware, iron, te 
au trades. 


Printers’ Ink awarded a sterlin Leer’ Sugar 
Bowl to the Iron Age, ‘a dwarded 


NORTH CAROLINA 
waren eta cag 


NORTH DAKOTA, 
Grand Forka, Normanden, week) 
den Pub. Co. Average for age for 192, Tebe Ga a)” 


Herald, dy. Av. for 02, 4,75 Wit 4 (744). squalene 
— inh 103, 5,629. 'h Dakota’s BIGGEST 
. La Coste & inn N.Y. ia 


OHIO. 
Akron, Beacon Journal. Daily a bey 
7,869 (750). Year ending Sep Sept. 30, 1903, 65, 


Ashtabula, Amerikan Sanomat, w’y. Aug.2d- 
wards. Average for 1902, r 1902, 8,558 @ tp Be 


Cineinnati, Enquirer. irer. Ketablished 1842. Daily 
(@©), Sunday (© ©) (761). Beckwith, New York. 


Cincinnati, Mixer and Sery and cover memes. Actual 
average for 1902, 18,088 ). First 

months 1903, actual aver. 48, 2, l organ 
Hotel and Restaurant Employees’ Int. Alliance 
= oneene nt. League of America. WATCH 


Cincinnati, Phonographic Magazine, mo, 
Phonog. Institute Co. Av. Tor 1902, 10,107 (764), 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for 1902, 2.584 (765). 


seeneienett, Times-Star, dy. Cincinnati Times- 
tar Pub. Co. Act. aver. for 192, 148-018 ie) 
os aver. for first six months 1903, 147,601. 
Cleveland, Current Anecdotes (Preachers' 
Mag.), mo. Av. year ne Dec., 34, 903, 15,750, 


FR nny mag Press, democratic. Press 
Printing Co. Actual - — 1902, 24,989 (770), 
nt, money. 





Printers’ Ink, the Little 
“ hoolmaster in the Art of 

ofa ames to The Iron Age, 

“ing Guerks extending 

“a ‘od of ten months, hav- 

ng been the one trade paper in the 

“ United States or. America that, taken ail in all 
“* renders its constituency the » best service and best 
serves its purpose as a or 
a ton © witha a specified class.” class.” 


daily. Adolph 8. Ochs, 
© ©) (669). 


% ¢, 


“ 





The New York Times, daily 
pee >a A ©) 


The Wor! ctual aver. al aver. for 1903, Morn., 
607 (*), Ee 9, Aspe F,102(%), Sy, ‘888, $30 ( iy 


Toilettes, fashion, ‘monthly. Max Jagerhuber, 
publisher. Actual average for 1903, 61,800 (2). 
Wilshire’s Magazine. Gaylord bw ee ed., 
123 EK. 23d St. Act. av. ending Sept., 
(1088). Actual av. JSirst eight + eight mos., ‘aie 100,625. 
Rochester, Case an and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 year 4 years’ average, 80,186, 
Sobenestnte, Gazette, di daily. A. N. Liecty. 
er for 1902, 9,097 78) Average for ti 
month of angel, 1903, 18.011. 
1g Herald, daily. Herald Co. 
v. 82,118, Sunday 29,009. 


Syr 
pub. eo-y 1902, 


Utiea, National poecestcal Contractor, mo. 
Average for 1902, 2,292 


Utiea, Press, daily. 


Otto A. Meyer, publisher. 
Average for 1902, 1 61 8 (723). 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher, ee for 1902, 8,468 724). 


Wellaville, Reporter. porter” . House, 

pub. Av. for 1902,dy.1 ‘oni 8.-wy. 2, TAA (726). 

Whitehall, wary ey hiaes & Tefft 
Average for 1902, 4,182 (726). 


P . Average (771). 


Dayton, News, dy. News Pub. Co. Avei 
for 1902, 16,520 (773). )._ Eleven mos., 1908, 16,416. 


ae » x Cath Catholic 95 Af 
Dogten, igs Da aver fort Mosvenges eat 


Laneaster, Fairfield Co. Re; Repaliican. In A 
ust, ’02, no issue less than s than 1,650 for 2 years 


Springfield, Farm and Fi and Fireside, agricultural, 

B11,880 (80). Actual average for first os 
vO 

months, 1903, 840,875. — 


Springfield, Woman’s Home Com 
household monthl ¥,6 est. 1873. Actual av. for 19 
862,666 (800). a ‘eed average for first 
months, 1903, 885,16 


Columbus, Sales E. L. Mi 
‘or 1902, 4,95 “ 


Teledo, Medical and Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). 


Toronto, Tribune, weekly. Frank Stokes, pub- 
lisher. In 1902, no issue less than 1,250 (02)! 
OKLAHOMA, 
Guthrie, Oklahoma Farmer, wy. Act ake: 
1902, 22,178 (813). Year end. fear end. June 30, 703, 24,19) 


Guthrie. Oklahoma State ( Capital day. 
Average for 1902, dy, 18,806. wy. aE Bee (si 
Year ending July 7, 03, dy. 19,868; wy. 28,119. 
OREGON. 
Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 002, 1,898 (820). 
. (ex. Sun), 


Portland, Even 
nz, 888. see in tate 6,866 (8%). 


Sworn cir.’03 (8 mos.), 
Portland, Pacific Miner, Miner, semi-mo. athe 
ending Sept., 1902, 8,808; first 8 mos, 1903, ‘S 12, 





(Continued on page 22). 
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Surpasses All Records 


in the 








History of “The World.” 











THE YEAR ENDING DECEMBER 31, 1903, 


510,265 


Copies of ‘‘ The World” a Day SOLD IN NEW YORK 
CITY ONLY* (Excluding All Country Subscriptions 
and Sales) During the Year 1903. Gain Over Previous 
Year, 34,191 Copies a Day. 


*All returns, exchanges, unsold and free papers are deducted from the Morn- 
ing World’s stated city circulation. 


The World’s Greatest Advertising Year. 


40,820%/, Columns 


of Paid Advertisements Printed. 


GAIN 5,498'2 Columns 


Over Previous Year. 


All Records of All Newspapers Beaten. 








‘‘The World” Printed 
929,981 


Single Advertisements During the Year, an Increase of 


21,043 


Over the Previous Year. 

















ee 
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(A Roll of Honor—continuea, 





PENNSYLVANIA. 
Connellsville, Courier, week. Senay av.for 
1902, 8,165 (S33, ). The “* Courier " ily issue 
since Nov. 1902 ; st 





ear Times, daily. re for] 10,645 
). Ke. Kate, Special Agent. New 8 F 


nrc 
end. Feb., 
end. July, 


1 ae 


"03, 9, ‘ie9." Sept., ser 10,88. 


Philadelphia, sao Medicine, wy. 
for 1902,.19,827 (865). Av, March, 1908, iesez. 


Pateadghie. Camera, m . Frank V. 
Chambers. Average for 102, 4 6.7 (871). 


Philadelphia, Farm vouree. monthl ly. Wik 
mer ——- © 14 ste eo lishers. Panes 2] 
Sor 1903, Ink 
the a... — Bowl to — Sudraat woith | eH 

awarded June 2%th, 1902, 
“ Printers’ Ink, 
“ Schoolmaster’ in the Art of 
7 jevreng to the Farm 
* Jou After acanvassing 
“of merits extending over $ 
od of half a panona SS a 
“those published “iN the Unt Emit Rate 
eee: the one that best corves ¢ 8 uroee 
‘or 


B06 (ti 





asan and 
“ral population, ond as an effective and oer 
. f ng with them, 
“ through its vertising columns. 


Ly ep xy Grocery Worid, wy. Grocery 
Pab. Co, r 1902, _— (867). Average jirst 
six ane: ping 9. 780. 

Philadelphia, Press. Av. circ. over 
daily. Net t average for Oct., Sor Oct., 1903, 107.4 eo te, 


Philadelphia, Public Led les ms daily. Adolph 
8. Ochs, publisher. (© ©) (8 


ye Reformed Church Messenge 
hst. Average f for 1902, 8,574 ¢ 


" Philadelphia, er elo Sceool rane sem 
Average for -_ os 101,8 Average to Ji 
4, 1903, 108,057. Ay. Press Asso., Phila. 


ae The Tories, | w 
Bulletin, d. ex. 8. Average for 1902, 
sworn, 180,489 (864) copies aay, 
= Fy ME Sor first six 
41,196 

The Bullet 


are net, 
turned Sonia, 'ree copies one i 


oa 
hia Newspaper goes op E in 

Teiphic Hn. chan any other medium. It = by 
many thousands the largest city circulation in 
Philadelphia. 

IN PHILADELPHIA PRARLE EVERYBODY 
READS THE BULLETIN. 

Pittabu Chronicle Tel rl Aver., 1902, 
67,842 (81. Sworn statement licati 

Pittsburg, Gazette, d’y and na Aver. had 
1902, 60,229 (876). Sworn statem’t on application. 

Pitteburg, Labor World, wy. Av. 02, 16.025 
(877). Reaches best paid class 0, tage yeast in U.S. 

Pitteburg, Times, daily. Wm. pres. 
Average for 1902, 59,571 (876). tetageaeal one 
months 1903, 64, on EE 


Seranton, Times, every Edw. 
Lynett. Average for 1902, 19 1902, Bevery sevening.. 

W arre: Fore! renings Vant Vannen, Swedish, mo. 
Av. 1902, 1 1,541 (889). Circulates Pu., N. Y. and 0. 

Washington, Reporter, porter, daily. John L. Stew- 
art,gen. mgr. Average for 1902, S857 "ae 


Weat Chester, Local N atl 
Hodgson. Average for 1902, 1 for 1902, °15,086 (890). 


York, Dispatch, ‘daily. D Publishing 
Co. Average for gon, \. “ae 
November, 1903, 8,878. 





v 


1903, sworn 
s per day, net 
n’s circulation 


ent, 
id. 
res 





P 


ne 
801 


ih, an te ptm for year | p; 


RHODE ISLAND. 


Providence, Daly Journal, Lag wit fe 
Sunday 18,281 (@@). Evening 
1, average 1902, Vi aouee Jour 


SOUTH CAROLINA, 
Anderson, People’s “Advocate, weekly, G,? 
rowne. Aver. 1902, no issue less than 1,700 (i), 
Columbia, ciate, ‘daily, State Co., 


avenae for 1902, 5,77? (901). Dail; i Avera 
he first six 2.1. of 1903, 6,661. co; 7 . 


SOUTH DAKOTA. 
ao Folin, 6m ed apn ge for 1908 6 
ers average fo 
fib). inareGuen tie ae rin ‘ on a bk 


TENNESSEE. 
Chattanooga, Southern Fruit Grower, m, 
Actual average 1902, 11,204 ag Rate, 9 cents 

per line. Average Sor Septen Septem 1903, 16,160 


Gallatin, Semi- maakciy Baws. In 1902 no issu 
less than 1,850 (923). First rst 6 mos. 1903, 1,425, 


Keozwale | — daily. Ave mm, 
7, TOL (925 ge October, 1903, 10,716, 


Momphte, Commercial A . -_. Sunday 
and weekl Aver 7.506 fe, 
day 84,910, weekly ¥: Ta isin on, *hiret 9 mo, 
1903, dy. 28,445, Sy. 87,218, wy. 76,928, 


ashvile, Banner, sey, AY. frye oan 
Feo 1908, 16,078 ( Av. for Oct 
025. Only Nashville d'y eligi ad » eligi to Roll bow 


Fadhvite, Christian Advc Advocate tween 
& Smith. Average for 1902, for 1902, 14,241 ( ). 


Nashville, Merchant 2: and Manufacturer, 
Commercial; monthly. Average for nine month 
ending , 1903, 5,111 (%). 

Nashville, Pudquaiiive Teacher and Southwh 
School Journal, mo. ay. for 1902, 8,400 (930), 


TEXAS. 
Dallas. Retail Grocer and yg mo. Julian 
Capers, publisher. Average f for 1902, 1,000 (04), 


penn Denton Co. Reec Record and Chronicle, 

W. C. Edwards. Av. for 1902, 2,744 (065), 

a Paso, Herald, daily. Average for 1@, 
8.245 (946). J. P. Smart Direct 
160 Nassau St. few York. Bn the latest tanve 

per ‘recto cite 

lations of the | two Nevep pa; of EL Paso, Texas, 

are rated. No pong —— Xs rating of the 

pe rating, it has ap 

that t timed ‘rating Stine & frowdae 
ae "INK, July 22, 1903. 

La i ge weekly. G. E. Kepple, 
aiee ‘Average for 1908, for 1902, 1,229 (954). 
bys Adv N. Fur pub. /m 

isaue leas than 12156 (900) s May, 1909 L,88t. 


UTAn. 
Ogden, Standard. Wm. apenas, pals Ay. 
for 1902, daily 4,028, semi- b= 8,081 (970). 


VERMONT. 
3; 


Aver. 18, 


Barre, Times, daily. F. E. Langle: 
, 710 (%). 


2,854 (974). Last sic months 1903, 
VIRGINIA. 


Norfolk, Dispatch, daily 
+) sltetees bs agar A 48 yyy 


WASHINGTON. 
ay Saturday 8 tor, weekly. Frank 
e. Average fort 1002, 5,886 (999). 
Tacoma, Daily News, Av.02, 18,659 (100). 
Av. 9 mos. 1908, tee Saturday issue, 17,222. 


eens, . av. 1902, 10,986:, 4 
aod m7 eat ( 1). Av. 7 mos. 





500 by. ts,6003 wy, 8,500. 
cree: Du. Aiyb ‘Tribune Bldg.,N.¥. Chicaye. 
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(A Roll of Honor-— Continued. 





WEST VIRGINIA. 
Parkersburg. Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 2,804 (1009). 

Wheeling News, d’y and 8’ ib. Co. 
Average for ‘1902, a’y 8,026, 8 sy 8, 4 tan). 
WISCONSIN. 

Medison, Amerik: . hy nt, Amerika Pub- 

lishing Co. Average for 1902, 9,496 same 
Siceuben Badger, monthly. 
Co. Aver. for year soting Sore. SF 
since October, 0,000. Rate te, 30c.a t 
Milwaukee, Evening ning Wisconsin, ao 
Wisconsin Co. Av. for 1902, 20,748 (0) (ows, 
Milwaukee, Journal, daily. Journal Co., Far ib? 
Av. end, Feb., 1903, 29,425 (1029). Oct., $4,204. 
Oshkosh. Northwestern. hag Av. for 1902, 
5,902 (1036). First 4mos 1905, 
Raeine, Journal, dai!y. Journal oe Co. 
Average six months to July 1, 1903, 8,706. 
Raeine, Wisconsin Poi oy turist, weekly. 
Average for 1902, 27,515 (1039). For year ended 
October 37, 1903, 81,989. 
Waupaca, Post, weekly. | ¥ aw Publishing Co. 
Average for 1902, 2,588 (104 
BRITISH COLUMBIA. 
Vancouver, Province, daily. W. Ss ae 
publisher. Average for 1902, &,987 (105; 


Victoria, Colonist, oy Colonist % ‘ P. Co. 
average for 1902, 8,574 (1051). 


ee (dosh; 


erage for 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten, German weekly. 
Average for 1902, te ee ist 9 mos., 1903, 9,100, 


—< seal — ely 10 64 
5 ee 
(1054). for iam io dali 1908, 20, val if 


NOVA scotta, CAN. 


| Walifax, Herald and Evening Mail. Avese? 
for 1902, 8,571 (1060); Aug. “Rept. 1903, 10,546. 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for 1903, 5,875 (2). 


Toronto, Star, daily. Average for 1902, 14,- 
161 (1084). Six mos to October 1, 1903, 21,880. 


ee Can. 
Montreal, Herald, dai Av. for 
1902, 18,857 (1093). Six Pho ‘aos, 32 ,492, 


|. Montreal, La Presse. a Bee ree > 


| lisher. Actual average 1902. 
| Average to Sept. ist, 1008, 15,075 sto). 


Montreal, Les Debats, wy. Ed. Charlier, pub. 
ay. 1902,6,57%. This paper is now publ un 
der the name of Le Combat Journal Independent. 


Montreal, Star,dy.&wy. Graham &Co. Av. 
for’02, dy, & 079, wy. 121.418 (1083) 








MHz moe. 
end. May 3/, on dy. av. 65,147, wy. 122,157. 


Publishers barred from entry into the Roll of Honor because 
they had not the requisite qualification—that is, because they 
had not placed on file a detailed, signed and dated statement 


conforming to the rules of the 
—have Now an opportunity to 
things here specified : 


American Newspaper Directory 
be admitted if they do the four 


« 


1st.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding the date of statement. 


and.—Divide the sum of the 


several issues by the number 


of separate issues, thus ascertaining the average 


issue. 


3d.—The statement should be dated, 


4th.—The statement should be signed by some person 
whose authority to give the information is either 


evident or stated. 


If statements of the character specified are sent to the editor 
of Printers’ INK, he will edit the copy for the Roll of Honor 


and turn the statement over 


to the editor of the American 


Newspaper Directory for use in the 1904 edition of the Direct- 


ory, how undergoing the thirty 


-sixth annual revision. 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Subscription 
price, five dollars a ~~, inadvance. Ten centsa 
copy. Six dollars a hundred. 
wenn 
ADVERTISING RATES: 
lassified advertisements set in pearl, begin- 
.. with a two-line initial Es but containing 
no a ee laiger than pearl, 10 cents a line, 
Displayed advertisements 20 cents a line, pearl 
pope ($4) 15 lines to the inch (§3), 200 lines to the 
pege 
rifled tion (if nted), 25 per cent 
additi onal. sgn _ 
For pomien (full page) on first or last cover, 


a pri 

ceoona page or first advertisement on a 
right-hand page (full pages) or for the central 
double pages printed across the centre margin, 
50 per cent additional. 

Op time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advunce 0; ~& of publication. 

Contracts by the month, quarter or 
be discontinued at the pleasure = the 
and space paid for 

Two lines smallest 
pag a de ai eeotae 

Eve: ng appearing as reading matter is in- 
serted Yr 


ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


Cuarves J. Z1NnGG, 
Business Manager and Managing Editor. 
OFFICES: NO, 10 SPRUCE ST. 
London Agent, F. W. Sears,50-52 Ludgate Hiil.E.C. 


NEW YORK, JAN. 13, 1904. 


“Tue Press and the Plow” is a 
booklet from the Farm Journal, 


ear may 
vertiser, 


vortisement taken. Six 











Philadelphia, in which the Ameri- 
can agricultural press is contrasted 
with the farm journals of all other 


countries. The ‘facts cited cost 
some pains and expense, and the 
results are not only interesting, 
but tend to increase one’s admira- 
tion for the agricultural papers of 
Yankeeland, with their prodigious 
uplift. In the United States and 
Canada are published 538 papers 
devoted to all agricultural subjects, 
while many general newspapers 
treat farm topics. In all the rest 
of the world, according to the 
Farm Journal's showing, there are 
but 343 farm papers. Germany 
leads all foreign countries with 
forty-five, chief of which is Bund 
der Landwirte, Berlin, with a cir- 
culation said to be 250,000 copies 
weekly. This includes seven pro- 
vincial editions published in vari- 
ous cities, and is the largest cir- 
culation enjoyed by any foreign 
farm paper. Great Britain is next 
with thirty-two farm journals, and 
as the British Isles buy $1,000,- 
ooo worth of Yankee farm machin- 
ery annually the leading mediums 
are important to American adver- 
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tisers. London has six influential 
weeklies—Farm, Field and Fire- 
side and Farm and Home, each 
credited with 30,000 circulation, go 
to small farmers; the Farmer and 
Stockbreeder claims 10,000; The 
Field is the gentleman farmer's 
paper, with 15,000; the Rural 
World has 10,000; the Mark Lane 
Express is an official gazette with 
5,000 circulation. Scotland has the 
Scottish Farmer, Glasgow, and 
North British Agriculturist, Edin- 
burgh. In Ireland are the Farm- 
ers’ Gazette and Irish Homestead, 
Dublin. France is third, with 
twenty-eight publications. The 
Journal d’Agriculture Pratique 
and Journal de l’Agriculture are 
said to be leaders. L’Echo Agri- 
cole is a daily published at Paris, 
and the great dailies, Petit Parisien 
and Petit Journal, issue weekly 
farm papers known respectively as 
L’Agriculture Nouvelle and 
L’Agriculture Moderne. Little 
Switzerland has twenty-one farm 
papers, led by the Schweizerische 
Landwirthschaftliche Zeitschrift; 
Aarau, and Der Schweizer Bauer, 
Berne. In the French cantons are 
several papers in that language. 
Holland also has twenty-one pa- 
pers. Nederlandsch Landbouw is 
an official weekly published at Am- 
sterdam, and in the same city is a 
semi-weekly, De Veldpost. Austro- 
Hungary has fifteen journals, chief 
of which are Der Ockonom 
Vienna, and Kostelek, Budapest. 
Spain has fifteen papers, led by 
La Agricultura Espanola, Valencia. 
Denmark has fifteen, headed by 
Ugeskrift for Landmaend and the 
Landmandsblade, Copenhagen, 
The Bulletin de VAgriculture, 
Brussels, leads Belgium’s thirteen 
farm journals. Russia supports 
eleven papers, Selskiy Viestnik, St. 
Petersburg, claiming 115,000 week- 
ly. Poland has one paper and Fin- 
land two. Portugal shows eleven 
publications, led by Portugal Agri- 
cola, Lisbon. Italy has only seven 
papers, the Bollettino Ufficiale, 
published three times a week by 
the Minister of Agriculture at 
Rome, being considered best. Nor- 
way and Sweden each have. four. 
and one apiece are found in Greece 
and Servia. China has no agricul- 





PRINTERS’ INK. 


tural press, but progressive Japan 
shows twenty-eight papers, chief 
among them being Seinen Nokaiho 
(Popular Agriculturist), Tokyo, 
and Shin Noho, Osaka. India has 
thirteen papers, all but two of 
which are published in English. 
Eighteen papers are published in 
Australia, New Zealand and Tas- 
mania, the farming population in 
these countries being most directly 
reached by the general newspapers, 
which devote much gpace to agri- 
culture. In the West Indies Cuba 
has five, Jamaica two and Barba- 
dos one. No agricultural publica- 
tion exists in Porto Rico. El He- 
raldo Agricola, Mexico’s leading 
publication, asserts a monthly cir- 
culation of 15,000 copies, and the 
country boasts six other papers. 
Salvador and Costa Rica each have 
one. None are published in Ecua- 
dor, Chile, Bolivia, Venezuela, Co- 
lombia or the Guianas. Brazil has 
ten journals, Argentina eight, Peru 
one and Paraguay and Uruguay 
each two. Seven are published in 
South Africa. The Farm Jour- 
nal’s booklet will be valuable to 
any advertiser who intends to cul- 
tivate foreign fields, as it gives the 
names, addresses and frequency of 
issue of all these publications. Per- 
haps the most striking fact of all 
those presented is a comparison of 
the Farm Journal's monthly cir- 
culation of 530,000 copies with the 
combined circulation of the leading 
farm papers in each foreign coun- 
try on the globe. These number 
thirty-six journals, taking one pa- 
per in each country, and their total 
circulation is but 455,000. 


A FOLDER from Fernald’s News- 
paper Men’s Exchange, Springfield, 
Mass., treats of the women’s de- 
partment. The niche in newspaper 
work and publishing opened to 
wowen is being constantly en- 
larged, and as new opportunities 
are open to them there is a bet- 
ter demand for skill and talent in 
reporting, proofreading, editing, 
illustrating and so forth. The 
women’s department of this well- 
known exchange is growing, and 
offers its services to employers and 
women workers in this field. 
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C. E. Watters has accepted the 
position of advertising manager 
with the Boston Store, one of the 
largest departmental establishments 
in Milwaukee. 


SOMETHING over 100 persons sat 
down to a dinner given by the 
Bookkeeper, Detroit, to its em- 
ployees on the evening of Decem- 
ber 28. After the menu had been 
disposed of there were speeches 
from the publication’s board of 
managers. 


GENERAL advertising will sell a 
lot of goods without the co-opera- 
tion of the retailer, and against his 
wishes. But it sells more when he 
heartily co-operates, and _ the 
shrewdest general advertisers to- 
day take measures to secure his 
good will. 


THE subscription department of 
Leslie’s Monthly Magazine receiv- 
ed 4,449 paid-in-advance, yearly 
subscriptions on December 31, 
1903. The publishers also state 
that the January number of Les- 
he’s Magazine contained more au- 
tomobile advertisements than ever 
appeared before in a single issue 
of any magazine. 


Tue large readable dates are re- 
tained in the N. W. Ayer & Soa 
calendar for 1904, with a new 
color scheme and snappy advertis- 
ing proverbs in the blank spaces 
that occur each month. The Ayer 
calendar is always so “different” 
and so genuinely useful in a busi- 
ness office that the agency follows 
the usual custorn of charging twen- 
ty-five cents for copies. It is dis- 
tributed from the home office in 
Philadelphia. 


Just as one display line in a 
plainly set ad attracts the eye more 
quickly than a hodge podge of 
boldface and italics, so the daily 
advertising of a retail store gains 
by one or two moderately sensa- 


tional offerings per week. The 
store that has an “unprecedented 
sacrifice” to make every day soon 
takes rank with the boy who cried 
“Wolf!” 
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CHRISTMAS suggestions formed 
the theme of a handsome illustrat- 
ed booklet sent out in the holiday 
season by Washer Brothers, Fort 
Worth, Texas. 


BECOMING effective January Ist 
the advertising rate for the first 
page of the Boston Traveler was 
increased to 40 cents per agate 
line. The rate is intended to be 
semi-prohibitive. 


THE advertising of the manufac- 
turers composing the International 
Silver Company is directed through 
a department at the home offices, 
Meriden, Conn. The advertising 
manager is W. G. Snow, who man- 
ages magazine and newspaper pub- 
licity and issues the fine literature 
identified with the company’s cam- 
paign. 


Tue employees of Cushman’s 
Couple, Boston, had a holiday en- 
tertainment on Christmas eve at 
the offices of the mail order papers 
published under this name—the 
Fashion Trio and Social Visitor. 
Readings, songs, instrumental 
music and a little play entitled “A 
Romance of the War” were given 
entirely by employees. 


Tue employees of the Illinois 


State Register, Springfield, Ill, 
were given a New Year dinner at 
the St. Nicholas Hotel, that city, 
on January 1, the hosts being Edi- 
tor H. W. Clendenin and Manager 


Thomas Rees. The guests included - 


the editorial and business depart- 
ments, composing room, press 
room and mailing forces, circula- 
tion department and _ correspon- 
dents from outlying towns. 


As a Christmas advertisement 
the Bank of Dakoto County, Jack- 
son, Neb., sent notice to a select 
list of people in its territory that 
the Farm Journal would be mailed 
to them a year with the bank’s 
compliments. With the letter went 
the following greeting, which is an 
excellent piece of literature for a 
small country bank: 


If you knew of a small conservative 
country bank, that for eighteen years 
past has weathered all financial storms 
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(including ’93 and ’96) without spring. 
ing a leak or straining a plank; 

If you knew that during those eighteen 
years it had been managed by one man, 
who is too modest to write this article, 
but thinks the public entitled to the in. 
formation, and whose heart and soul and 
hours have been entirely given to 11; 
_If you knew that with good luck (pos. 
sibly some care and watchfulness) com. 
bined with the honesty of its customers 
the total losses of the bank for the 
eighteen years have been less than fifty 
dollars. 

If you knew there was no speculating, 
no bonds signed, no connection with 


‘other banks, and never a dollar loaned 


to owner, relatives or friends (as 
friends), simply straight business, with 
the poorest customer treated as well as 
the richest one; 

If you knew that back of this there 
were ten thousand “big iron dollars” of 
capital and four thousand dollars of 
surplus to protect you; 

If back of that there were about thir- 
teen hundred acres of unincumbered 
land (720 acres in good old Dakota 
county), with sundry other properties; 

If back of that (if necessary) there 
were twenty to forty years of good hard 
work, at anything, from digging post- 
holes, up (or down); 

If back of that (in case of death) 
twenty-five thousand dollars life and 
accident insurance protected your funds; 

If, far better than all (for without 
this a million dollars would be insuf- 
ficient), if you believed “the man _ be- 
hind the bank’ to be straight and 
“square” (no saint—faults galore), but 
that he tried to be absolutely honest, 
with cents as with dcilars; 

If all this were true, to the best of 
your knowledge and belief, as it is true 
of the Bank of Dakota County, Jackso: 
Nebraska, and you knew every safeguar 
of safe, vault, burglar alarms, burglary 
insurance and other methods were em- 
ployed to absolutely protect its custom- 
ers, under any amd all circumstances, 
would you be willing to join the two 
hundred satisfied depositors of this bank, 
who have favored it with their patron- 
age, for many years and profited there- 


Our books have room, and we ample 
time, to care for two hundred more 
customers. 

May we hope to number you among 
them during the coming year? 

Ep. T. KEARNEY. 

“A THousanp-Dotiar Egg and 
the Hen that Laid It” is a story 
demonstrating the profit of prop- 
erly managed chickens. It forms 
the preface to a modern almanac 
sent out to advertise the poultry 
foods and remedies of the Geo. H. 
Lee Co., Omaha. A calendar with 
a blank egg record and many help- 
ful suggestions make up a_ book 
that will be preserved. Imprint of 
the White Class Advertising Co., 
Chicago. 
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A FOLDER from J. P. Klausner, 
florist, 314 Columbus avenue, New 
York, tells convincingly the rea- 
sons why he is able to sell the best 
flowers at prices under those of the 
large firms in Broadway, giving at 
the same time service as good as 
the best. The argument is indivi- 
dual and permeated with common 
sense. 


THE soft beauty of a half-tone 
combined with the good printing 
qualities of a line etching are offer- 
ed in engravings made by a new 
process controlled by the Photo- 
Moulding Co., 40 Burling Slip, 
New York. Plates are etched so 
deeply, it is said, that they cannot 
fill in printing, and clear effects are 
obtained with the coarsest news- 
paper. Advertisements printed in 
ordinary black-faced type can be 
reproduced in this new style of cut. 
Besides the obvious mechanical ad- 
vantages to advertisers, the process 
offers a new style of ad that will 
stand out in any medium. 


Wuen the stencil addressing 
machine was invented the ad- 
dresses were printed from a long 
ribbon containing several hundred 
names, but this was abar.doned for 
separate cards because additions to 
the mailing list made it necessary 
to cut the ribbon. The Addresso- 
graph, a device marketed by the 
Addressograph Company, Chicago, 
uses the ribbon idea, the names 
being carried on metal plates that 
interlock with each other, forming 
a link chain. This chain holds 100 
names, and is put into a machine 
that prirfts the addresses one by 
one on envelopes, wrappers, bills, 
statements and so forth. The name 
plates are of two kinds. Where 
alterations are not frequent in the 
mailing list they are stamped in 
hard metal, and are more durable 
than type. Where changes are re- 
quired, however, the name and 
address is set in shallow rubber 
type by an ingenious device. For 
mail lists subjected to much use 
the system seems to be everything 
that the makers claim for it. The 
printed addresses are very clear 
and bear a fair resemblance to 
typewritten work. 


DEALERS in second-hand furni- 
ture and household gcods are not 
conspicuous for bright advertising. 
J. R. Richards, dealer in new and 
second-hand furniture, Anthony, 
Kansas, issues a neat booklet in 
which the question of second-hand 
goods is discussed in a convincing 
way and some of the prejudice 
against “hand-me-downs” jis re- 
moved. 


THE Boston Globe was the first 
daily newspaper to send the Ameri- 
can Newspaper Directory a circula- 
tion report for the complete year 
1903. That report was published 
in full in Printers’ INK for Jan- 
uary 6th. 

The second paper to come up to 
the scratch was the New York 
World, it being the first time in its 
history that it has supplied a com- 
plete statement of actual issues, 
morning, evening and Sunday, for 
an entire year. As the World is 
not returnable, its figures are in- 
teresting to advertisers and its ac- 
tion entitles the paper to be now 
named on the Printers’ INK Roll 
of Honor, a position which money 
cannot buy for a paper that has 
not acquired the requisite qualifica- 
tion; that is, for a paper that does 
not tell its circulation in the de- 
finite manner which meets the re- 
quirements of the editor of the 
American Newspaper Directory. 

Among the first dozen and a half 
of daily newspapers to place on 
file their circulation statements for 
1903 were the following: 


Boston, Mass. 

New York, N. Y. 
Telegraph Harrisburg, Pa. 
Times Barre, Vt. 
Bulletin ............Norwich, Conn. 
Dispatch ..... ahiualbe Norfolk, Va. 
Intelligencer Doylestown, Pa. 
SOmMa ii vcvccken Knoxville, Tenn. 
Journal Wilmington, Del. 
NOME: 6idisd veden cvs Baltimore, Md. 
Blade ........+++.--Toledo, Ohio 
Press Plainfield, N. J. 
Union Schenectady, N. Y. 
Sentinel Ansonia, Conn. 
Capital Topeka, Kans. 
News Newark, N. J. 
Register New Haven, Conn. 
Dispatch ....++++0..St. Paul, Minn. 
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Twetve San Francisco scenes 
and twelve ’Frisco girls form the 
decorations of a calendar sent out 
by the Port Costa Milling Co., that 
city. The idea and drawing are 
excellent, the work of Barnhart & 
Swasey. Grocers distribute the 
calendar by means of coupons 


given to purchasers of the com- 
pany’s Port Costa Flour. 


“Tue Overland Limited” is a 
superb booklet descriptive of the 
route between Chicago and San 
Francisco as followed by this crack 
train of the Northwestern. The 
brochure is intended for distribu- 
tion on the train as a guide and 
souvenir. A companion booklet is 
the “Northwestern Limited,” ap- 
plying to the fast train between 
Chicago and Minneapolis. 


Otps & McLean, a firm of 
clothiers and furnishers who have 
just begun business at Alpena, 
Mich., submit for criticism the 
first issue of a four-page paper 
called Store News. The sheet is 
well written and displayed, with 
plenty of prices and such offerings 
as convince a reader that the new 
store is up-to-date in its merchan- 
dising methods. The only im- 
provement that the Little School- 
master suggests is the addition of 
a column of general reading mat- 
ter to each page, with such altera- 
tion of the title as will give it more 
the appearance of a small news- 
paper instead of a dodger. 


“Mopern Methods for the Care 
of Property” is a handsomely 
printed booklet outlining the func- 
tions of a trust company most 
thoroughly. It treats of the ad- 
vantages of a corporation over an 
individual in matters of trust, the 
management of estates or busi- 
nesses or other sources of income, 
the handling of life insurance, the 
winding up of assigned businesses, 
registry of stocks or bonds, ser- 
vices as guardian, conservator, re- 
gistrar and so forth. In the final 
pages is given a clear digest of the 
Illinois laws relating to wills and 
inheritance. The volume bears the 
imprint of the Marsh, Aitken & 
Curtis Company, Chicago. 
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THE Semi-Ready Tailoring Com- 
pany, New York and Montreal, 
mails to lists of customers and 
selected names a check good for 
ten dollars on the purchase of an 
overcoat, following it up some time 
later with a second check good for 
twenty-five per cent discount on 
any purchase. Personal letters ac- 
company the checks, and they at 
least serve to attract attention to 
any proposition the company may 
make. 


Tue Merchants’ Association of 
New York, in response to the 
urgent requests of many merchants 
throughout the State, has under- 
taken to urge the passage by the 
coming Legislature of a bill to 
regulate trading stamps in such 
manner as to abolish their present 
harmful effects. The association 
has examined the prohibitory and 
restrictive laws which have been 
passed upon this subject by several 
States, and the judicial decisions 
which have shown the weak points 
of these laws. The association be- 
lieves that a law can be drafted 
which will abolish the present 
abuses of the trading-stamp busi- 
ness by equitable and constitutional 
means, and thereby make it profit- 
less and cause its abandonment; 
and its counsel is now preparing 
the bill. 


THE cause of the paper bag has 
an able organ in Bagology, a neat 
monthly magazine published in the 
interests of the Cleveland-Akron 
Bag Company, Cleveland. This 
concern makes, besides the ordi- 
nary paper sack, many kinds of 
bags for flour, feed, cement, coffee, 
sugar, salt, fertilizer, lime, and 
produces burlap bags, cotton bags, 
waterproof paper bags and others. 
The paper claims a circulation of 
9,000, is edited and printed at the 
company’s own plant, has pages 
die-cut in the shape of a paper 
sack and is devoted to demonstrat- 
ing the advantages of bags over 
barrels, boxes and other containers 
for certain kinds of merchandise, 
as well as to news of the com- 
pany’s agents. 
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On the Friday before Christmas 
the Detroit Times, four years old, 
carried 2,482 inches of advertising, 
a gain of go per cent over the same 
issue the year before. The pub- 
lishers say that the totals for De- 
cember 11 and 18 vo apes? the 
largest showing of regular adver- 
tising ever carried in a Detroit af- 
ternoon paper. 


THE annual automobiling issue 
of Collier's appears January 23. 
This publication proves its worth 
as a medium to reach persons in- 
terested in sports by the amount 
of sporting goods publicity carried 
during the first eleven months of 
last year—4o,503 lines. According 
to Mr. Nast’s figures McClure’s 
carried 33,386 lines during the 
same period, the Saturday Evening 
Post 32,757 lines during the same 
Post 32,757 lines and Harper's 
28,287 lines. 


Tue Tradesman, published semi- 
monthly in Chattanooga, Tenn., 
and bearing the American News- 
paper Directory’s gold marks, 
celebrated its silver anniversary in 
the issne for January 1, a number 
containing 270 pages. The Trades- 
man is one of the properties of 
Adolph S. Ochs, publisher of the 
New York Times, Chattanooga 
Times, Philadelphia Times and 
Public Ledger. Founded in 1879 
as a publication for furthering the 
manufacturing and commercial in- 
terests of the South, it was a 
pioneer trade paper in Dixieland. 
The South has grown almost be- 
yond belief since then, and the 
Tradesman has also grown from a 
journal of eight pages to one of 
150, instinct with the industrial life 
it represents. During its existence 
the South has become an enormous 
producer of iron, coal, textiles, ma- 
chinery, whereas these fields were 
wholly undeveloped twenty-five 
years ago. The anniversary num- 
ber contains special articles cover- 
ing every phase of Southern pro- 
gress, and its advertising patronage 
is thoroughly representative. In 
fact, the Tradesman might ap- 
propriately be called “the Jron 
Age of the South.” 


CLASSIFIED ADS 


Twenty, Ten and Five 
Dollars Respectively 


The advertising rates 
of Printers’ Ink are 
printed under the head- 
line on the first edito- 
rial page. Classified 
advertisements, set in 
pearl, beginning with 
a two-line initial letter, 
but containing noother 
type larger than pearl, 
cost ten cents a line, 
twenty dollars a page. 
Did it ever occur to 
those using classified 
space what a splendid 
chance they have to 
make a page, a half 
page or a quarter page 
splurge by leading or 
paragraphing copy, for 
twenty, ten or five dol- 
lars respectively ? 

Space used in this 
way means a display of 
its own and an effect- 
ive one. 
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Fort Dopce, Iowa, has a com- 
mercial club that keeps the city 
prominently before certain classes, 
such as farmers, manufacturers 
and merchants, by means of ap- 
propriate literature. A recent cir- 
cular, filled with facts concerning 
Fort Dodge as a place for fac- 
tories, was sent to Chicago manu- 
facturers, the labor difficulties in 
the “Windy City” being such that 
many are looking for new sites, it 
is said. This would seem to be a 
fruitful field for municipal adver- 
tising. 

“Pritts” is the title of an amus- 
ing, informing article in Leslie’s 
Monthly for January. Detroit is 
the center of the pill industry. 
More than 1,700 varieties are made 
there to the extent of 4,000,000,000 
yearly, which is about sixty per 
cent of the national output. The 
annual consumption of the pellets 
is forty to each person in the 
United States, and as the average 
increases twenty per cent per an- 
num each American is due to take 
eight more this year than last, ten 
more next year, and so on. Ad- 
vertising has made the pill what it 
is at home and is creating a market 
for American pills abroad. Pro- 
cesses of manufacture are de- 
scribed and some of the oddities of 
pills touched upon. 


THE silver anniversary issue of 
Mr. Pulitzer’s St. Louis daily, the 


Post-Dispatch, went beyond the 
publisher’s preliminary announce- 
ments in point of size. Appearing 
December 13, it contained 160 
pages, or 1,120 columns, which is 
said to be the largest newspaper 
ever issued. There were fifteen 
separate sections, and _ eighteen 
pages in color. The paid advertis- 
ing aggregated 603 columns. Fif- 
teen carloads of white paper were 
used, or 300 tons, and each copy 
weighed two-and-a-half pounds. 
The demand for this special num- 
ber was so great that copies sold 
at from twenty-five cents to one 
dollar a few hours after the paper 
was on the streets, and of the 260,- 
000 complete copies sent out not 
one was returned. Orders for 
35,000 more could not be filled, 
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SoME months ago the North- 
western Agriculturist, Minneapolis, 
took a straw vote among its read- 
ers, requesting replies to fifty-one 
questions that would show the 
value of agricultural papers for 
reaching people touched by no other 
mediums. A present was offered 
for replies, and 2,621 letters were 
received, containing 120,000 facts. 
In all cases the letters represente 
an entire family. The Northwest- 
ern Agriculturist’s contention that 
farmers are guided by the agri- 
cultural papers more than any 
other medium seems to be clearly 
proved. Waltham and_ Elgin 
watches have been advertised ex- 
tensively in the farm journals, 
while Waterburys and the Inger- 
soll Dollar Watch have stuck to 
magazines. It was learned that 
1,190 farmers carried the Elgin 
and 707 the Waltham, while only 
14 Waterburys and 16 Ingersolls 
appear in the replies. Gold Dust is 
in farm papers and is used by 767 
readers against 93 for Pearline, 
which is advertised in maga- 
zines. Royal and Price baking 
powders were widely exploited 
in the agricultural press a few 
years ago, and lead all other 
brands among the farmers to-day. 
Out of the mass of letters all but 
430 showed that some breakfast 
food is eaten, Grape Nuts leading 
with 227, Quaker Oats next with 
180, Force 147 and Cream of 
Wheat 145. Plain oatmeal is eaten 
by nearly 500 readers, however. 
More than 200 breakfast foods 
were named. Coffee substitutes are 
used by 326 families, Postum lead- 
ing with 232. Cocoa is gaining 
among farmers, showing 747 users, 
of which 378 buy Baker’s. Choco- 
late is mentioned in 1,487 letters, 
Baker’s being named 1,213 times. 
No flavoring extract has ever been 
advertised in farm papers, it is 
said, and 1,456 replies show 299 dif- 
ferent makes, led by Watkins with 
420. Only 35 people fail to men- 
tion a toilet soap. The brands sold 
largely in cities make a poor show- 
ing, and Ivory leads with 227, 
Grandpa’s Wonder 141, Fairv 103. 
In laundry soaps 423 used Lenox 
and 391 Fairbank’s. Of 1,648 who 
use a scouring soap 446 mention 
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Sapolio, which has no close com- 
petitor. Rising Sun stove polish 
is noted 793 times, Sunrise 224, 
Enameline 209. 1,863 readers testi- 
fed to buying from mail order 
firms: Sears, Roebuck & Co., 549; 
Montgomery Ward & Co., 449; T. 
M. Roberts, 100; John M. Smythe, 
42. Asked if mail order goods 
were satisfactory, 1,213 said “Yes” 
and 225 “No.” Organs were rep- 
resented to the number of 663: 
Kimball 87, Western Cottage 78, 
Estey 60, Chicago Cottage 52. 
There are 138 pianos of 90 makes, 
none represented by so many as 
Io instruments. Sewing machines 
are in 1,567 homes—the Singer 480, 
New Home 132, Domestic 108. Ad- 
vertised medicines are purchased 
by 1,080 families, and the list is 
headed by a name comparatively 
unknown in cities—the Dr. Wat- 
kins Medical Co., Winona, Minn., 
with 355 purchasers. These rem- 
edies are advertised in farm pa- 
pers and peddled throughout the 
West in wagons. Peruna has 63, 
Swamp Root 55, Hood’s 42, 
Pierce’s Favorite Prescription 42, 
Lydia Pinkham 33, Shoop’s Re- 
storative 26, Castoria 28, Paine’s 
Compound 15, Ayer’s 9, California 
Fig Syrup 9, Cascarets 5. In medi- 
cines for stock Dr. Watkins also 
leads with 239, International Stock 
Food 137, Kendall’s Spavin Cure 
54. 1,681 people stated that they 
purchase seeds by mail, the greater 
part of the trade naturally going to 
firms near home, though two wide- 
ly advertised firms of the East 
have a good representation—W. 
Atlee Burpee and D. M. Ferry. 
Thirty of the queries related to 
farm machinery, and the advertised 
makes lead. Many useful farm ap- 
pliances are not generally employed 
because they have never been ad- 
vertised intelligently. Machinery 
advertised to the consumer far out- 
sells that exploited only with the 
local dealer. The Northwestern 
Agriculturist’s census covers only 
its own territory, the Northwest, 
and while a similar compilation in 
other territory might show differ- 
ent results, it is more than ap- 
parent that the same principles 
would apply to any community. 
The book is a painstaking piece of 
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advertising literature, and should 
be studied by everyone with a gen- 
eral commodity to market. While 


discrediting no other worthy medi- 
ums in their own field, it shows 
that no single group of papers or 
magazines comes anywhere near 
reaching everybody. 


‘THE sixty-first dinner of the 
Sphinx Club will be given at the 
Waldorf-Astoria, Wednesday, Jan- 
uary 13, at 7 p. m. Walter E. 
Edge, of Atlantic City, will speak 
about “Resort Advertising.” 


Mr. Hearst’s new paper in Los 
Angeles, the Examiner, seems to 
be establishing records in that ter- 
ritory. The first issue was -pub- 
lished December 12, and in the sec- 
ond number the paper carried 
more advertising than was ever 
carried by a newspaper so young, 
as well as left out more advertising 
than any other paper was com- 
pelled to omit. An announcement 
says: “The Examiner's business 
office was simply deluged with ad- 
vertising orders and copy. In the 
large composing rooms stood gal- 
ley after galley filled with adver- 
tising matter; single columns— 
double columns—half pages—full 
pages, all crowded out for want of 
space. The total volume of orders 
received reached the enormous 
space of 424 columns and 5% 
inches, or 60% pages of solid ad- 
vertising matter. Unfortunately, 
owing to several untoward circum- 
stances, the Examiner was unable 
to publish more than 32634 col- 
umns. The most vital causes for 
this deplorable condition were: 
First, the great circulation of the 
Christmas Examiner, the demands 
for it running thousands of copies 
beyond expectation. Second, the 
immense size of the paper itself, 
which was five times the size of 
the regular edition and which made 
it necessary to run the presses until 
after 8 o’clock in the morning. 
Third, our inability to secure all 
the compositors required to set up 
the vast volume of advertising 
copy, notwithstanding that the 
whole city was scoured and double 
wages offered,” 
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WHat seems to be an excellent 
plan for interesting the neglected 
retail salesman in the manufac- 
turer’s goods is being tried by 
Baird & Peters, tea packers, St. 
John’s, N. B. On the outside of 
each package of their Vim Tea, 
which is generally advertised, is 
pasted a small coupon to be torn 
off by the salesman .who sells it. 
This is redeemed for one cent, 
practically amounting to a com- 
mission of a penny a pound, and 
in addition to this the firm offers 
substantial cash prizes to the sales- 
men who turn in the largest num- 
bers of these coupons during the 
present year. 

THE man who pays money for 
advertising needs a cheerful phil- 
osophy to sustain him. He needs 
nerve, and faith, and patience. The 
time goes and the money goes, and 
the returns linger. Advertising is 


the greatest force in modern busi- 
ness, but it takes nerve to use it. 
It 
realize what it is he pays for. 


is hard for an advertiser to 
He 
draws his check for the four-thou- 
sand-dollar page and the page 
doesn’t look like it was worth 
thirty cents. It is hard to project 
the imagination into a_ million 
homes and see the advertisement 
doing its work. The advertiser 
doesn’t pay for type and ink and 
paper. He pays for an effect in 
people’s minds. It is as intangible 
as air and as permanent as steel 
beams. It is almost as imperish- 
able as time. Monuments crumble, 
bridges fall, mountains are disrupt- 
ed. Thought goes on forever. Teach 
a man a word—an idea—a fact, 
and he will never wholly lose it. 
Your investment in the minds and 
memories of the people is the safest 
thing you own. The best asset of 
a business is a well-known trade- 
mark. Do you realize what that 
means? It means that in the con- 
volutions of thousands, or millions, 
of human brains that trade-mark 
is indelibly impressed. You can’t 
see it, but it is there, and it is prop- 
erty—you can capitalize it. It is 
worth more than you paid for it.— 
Advertising Experience, 
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THE PROPOSED INTERNA- 
TIONAL FEDERATION 
OF ADVERTISERS. 


Between thirty and forty adver- 
tisers, newspaper and magazine 
publishers and agency men met at 
the Manhattan Hotel, New York 
City, on January 6 to discuss the 
proposed national organization of 
all who have an interest in adver- 
tising, either as seller, buyer or 
agent. George H. Hazen was 
chosen chairman, and after some 
hitches and false starts the assem- 
bly began to deal with ways and 
means of bringing about actual or- 
ganization. Mr. E. J. Seward read 
a paper in which were outlined 
the advantages to accrue from such 
an association—as its facilities for 
gathering advertising _ statistics 
through local correspondents and 
putting them on file at a central 
bureau; a department of rate cards 
and files, comprising all publica- 
tions in this country and even for- 
eign lands; a legal department that 
would promote legislation favor- 
ing advertisers and fight injurious 
legislation; a department that 
would furnish such information re- 
garding circulation as publishers 
reveal, and so forth. O. J. Gude 
drew attention to the fact that the 
proposed association aimed to bring 
together interests that have been 
active rivals in the past, as news- 
paper and magazine men, com- 
panies controlling outdoor adver- 
tising and street cars. While he 
believed the association feasible, 
he thought that the work of or- 
ganization must proceed slowly 
and surely. This problem was 
discussed, but finally waived by 
speakers who thought that there 
would be little difficulty in bring- 
ing everybody having aught to do 
with advertising together on a 
common ground. During nearly 
two hours the talk went on keenly 
and good naturedly, among the 
speakers being H. S. Houston, E. 
W. Spaulding, M. Lee Starke, E. 
F. Olmsted; F. James Gibson, J. 
H. Fahey, Allan Forman, M. V. 
Putnam, J. A. Thayer, R. S. Thain 
and Miss Ruth E. Gould, who 
rather surprised the assembly when 
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she appeared as a representative 
of the advertising women, with a 
woman companion. F. L. Perine 
said that the Association of Am- 
erican Advertisers had been or- 
ganized against far greater diffi- 
culties than appeared to confront 
the new association, and stated that 
the preliminaries had taken nearly 
a year. He advised wide discus- 
sion of the new organization by 
advertising men and advertising 
clubs, arid as a measure to give the 
meeting something tangible to 
work from, moved that the chair- 
man be empowered to appoint a 
committee of one hundred adver- 
tisers, publishers and others rep- 
resentative of the various interests, 
to be known as the Committee of 
Plan and Scope, promoting the in- 
terests of the proposed association 
and preparing a basis of more de- 
finite organization. To this* F. 
James Gibson offered an amend- 
ment providing for the appoint- 
ment of a sub-committee of not 
more than twenty-five persons to 
.work with the main committee, 
facilitating its work by meetings, 
which could hardly be frequent 
with the larger committee. This 
motion and amendment passed 
without dissent, when the meeting 
adjourned. Attention was called 
to the fact thet the gathering was 
composed chiefly of men who sell 
advertising rather than the buyers. 
To show tha: the new association 
has the good will of the men who 
buy space, M. Lee Starke exhibited 
a file of personal Jetters containing 
more than 700, from men who 
direct advertising appropriations 
aggregating millions of dollars. 
Written in confidence, these com- 
munications promise active co- 
operation and support, and recog- 
nize the value of the proposed or- 
ganization if it is carried out ac- 
cording to the ambitions of those 
who conceived it. A detailed out- 
line of the organization and its 
purpose was published in PerntT- 
ERS’ INK for December 2. 

The name “Associated Adver- 
tising Interests” has been suggest- 
ed for the organization. The com- 
mittee, when organized, will solicit 
ideas, opinions and suggestions 
from everybody interested in ad- 


vertising and publishing. Those 
present were: 
NEWSPAPERS. 

John H. Fahey, Boston Traveler. 
Delavan Smith, Indianapolis News. 
MAGAZINES. 
aa Adams Thayer, Everybody’s. 

W. Shirley, Everybody’s. 
ih H. Hazen, Century. 
E. W. Spalding, Ladies’ Home Journal. 
H. S. Houston, ote Work. 
AGEN 
M. V. Putnam, Pettingill & Co., 
Boston. 
Paul E. Derrick, Paul E. Derrick Ad- 
vertising Agency, New York. 
Ruth E. Gould. 
Frederick L Perine, North American 
Advertising Co., New York. 
. James Gibson, North American 
Advertising Co., New York. 
BILL POSTERS. 
O. J. Gude. 
ADVERTISERS. 
E. J. Seward, Royal Worcester Corset 
Co., Worcester, Mass. 
G. M. Case, B. Stein & Co., New York. 
BE. F. ee Natural Food Co., 
Niagara Falls, N. 'y. 
TRADE JOURNALS. 
Paul E. Lodge, Editor and Publisher. 
Allan Forman, the Journalist. 
R. S. Thain, Mahin’s Magazine. 
Charles J. Zingg, Printers’ INK. 
James H. Collins, Printers’ INK. 
C. G. Ferguson, the Journalist. 
William Clark, American Advertiser. 
E. C. Vick, American Advertiser. 
SPECIAL AGENTS. 
W. H. Smith. 
M. Lee Starke. 


+> 


THOROUGHLY RELIABLE 
ADVERTISING AGENTS. 


Cincinnati, Ohio, Jan. 4, 1904. 
Editor of Printers’ INK: 

Send us a list of 25 to 50 of the 
thoroughly reliable advertising agents of 
the United States, and send your Dill 
with same. Very truly, 

Pustic ScHoot Journat Co., 
Room 37, Carlisle Building, S. W. Cor. 
4th and Walnut Streets. 

On receipt of the above com- 
munication Printers’ INK sent a 
reporter to confer with Mr. John 
W. Barber, Secretary of the Am- 
erican Advertising Agents’ As- 
sociation, at the headquarters of 
that association, No. 150 Nassau 
street, New York. That gentleman 
thereupon produced the list of ad- 
vertistag agents which is reprinted 





‘below, every name upon it being 


vouched for, by Mr. Barber, as that 
of. a thoroughly reliable advertis- 
ing agent. Mr. Barber’s meaning 
was explained that the persons 
named were not only reliable as 
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business men, but were of such 

financial strength as to be entitled 

to credit. 

Ayer & Son, N. W., Philadelphia. 

Banning Adv. Co., Chicago. 

Barber, J. W., Adv. Agency, Boston. 

Batten & Co., George, New York. 

Blaine-Thompson Co., Cincinnati. 

Chesman & Co., Nelson, St. Louis. 

Clarke, E. H., Adv. Agency, Chicago. 

Dauchy & Co., New York. 

Derrick, Paul E., Adv. Agency, New 

ork. 

Dollenmayer Adv. Agency, Minneapolis. 

Erickson, E. . Adv. Agency, New 
York. 

Fulford, Painter & Tobey, Chicago. é 

Fuller, Charles H., Adv. Agency, Chi- 
cago. 

Hampton, Ben. B., Co., New York. 

Hicks Newspaper Adv. Agency, 


York. 

Hull, W. H. H., & Co., New York. 

Humphrey, H. B., Co., Boston. 

Kastor & Sons, H. W., Adv. Co., St. 
Louis, Mo. 

Lord & Thomas, Chicago. , 

Morse, Lyman D., Adv. Agency, New 
York. 

Mahin Adv. Co., Chicago. 

Pettingill & Co., Boston. 

Powning, George G., Adv. Agency, New 
Haven. 

Presbrey, Frank, Co., New York. 

Procter & Collier Co., The, Cincinnati. 

Rowell, George P., & Co., New York. 

Stack, J. L., Advertising Contractor, 
Chicago. 

Thompson, J. Walter, Co., New York. 

White, Frank B., Co., Chicago. 


For the information conveyed 
above Printers’ INK makes no 
charge to the Public School Jour- 
nal. 


New 


SS 
PRACTICAL HINTS. 
a7, Saee Roap, CHELSEA, 


noon, S. W., Dec. 8, 1903. 
Editor of Printers’ Inx: 

Mr. Herbert S. Houston’s statement to 
your representative, prompted, as you 
suggest, by a protest I had the temerity 
to make in your excellent journal, was 
of great interest to me. I am deeply in- 
terested in the advertising problem in 
England, and I have found much stim- 
ulating comparison by carefully attend- 
ing to the merits of American advertis- 
ing. Mr. Houston may claim the useful 
point of view, not given to all American 
critics of the advertising across the 
water, of understanding the conditions 
that obtain, conditions that must be 
taken into account before any just com- 
parison between the advertising of the 
two countries can be made. Mr. Hou- 
ston’s short contribution to a subject of 
undeniable interest is marked by a tem- 
perate and just process of reasoning, and 
the conclusions he draws are both help- 
ful and satisfactory in relation to the ac- 
tual facts. I am happy in the knowledge 
that my protest, a simple and purely in- 
dividual statement of my own point of 
view, had considerable attention both 
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here and in your country and may help 
to counteract a casual patronage, based 
on a superficial examination of a not 
too easy problem, which is so generously 
bestowed upon the English advertising 
man as to become one of those minor 
sources of irritatton which need not be 
engendered. As an illustration of the 
fatuity of running an American system 
of trading against every tradition of the 
new market, one has only to remember 
the cigarette campaign. It was a darin 
scheme; there was apparently unlimited 
money behind it and the best of Ameri- 
can business push. But with all this, it 
was a ghastly failure, and it was a fail- 
ure because the campaign was based on 
the fallacy that what will do on one side 
will do on the other. The new traders 
did not take the trouble to understand 
the British public or the common diffi- 
culties of the trade, and the result was 
a dreary fiasco. Now, against this con- 
trast the quiet way American boots are 
being pushed into the English market. I 
am speaking purely from outside obser- 
vation, but I feel certain two American 
firms are doing an increasing business in 
footwear in England and are here to 
stay. Our footwear was not up-to-date. 
They came with smarter, easier wearing 
boots at reasonable prices; they gave 
good value for the money; they didn’t 
come to stink us out with advertising, 
showing a pitying contempt for our own 
industries, but left better boots to talk 
to buyers, and they treated us better in 
the shops. By and by we got to like 
buying American boots and so we are 
now consistent supporters. If we ever 
drop American boots, it will be because 
our own manufacturers have taken the 
hint. There are signs that this is so. 
We are getting better boots made at 
home, so that after all the thing cuts 
both ways, and is only an interchange of 
national knowledge. In this case you 
had something to teach us, and we are 
paying cheerfully for the knowledge. 
n the tobacco battle, you paid a lot of 
money in flouting us and “teaching our 
grandmothers how to suck eggs,” and 
we neither liked it, wanted it, nor took 
it. A comparison of the two experiments 
gives the key to the situation better than 
any two illustrations I can think of. A 
tradition in a nation’s outlook or in the 
conduct of a business is an easy thing 
for outsiders to ridicule, but there was 
never yet a thing good enough to get un- 
challenged acceptance that had not a 
definite and certain cause for its exist- 
ence. Some traditions may grow into 
weeds and become impeding growths, but 
in — them up, it is just as well to 
find out why they grew and whether the 
particular tradition is yet in the parasitic 
stage. In some of the traditional condi- 
tions in England there is a healthy back- 
ing of sentiment and sense that makes 
the roots stick tenaciously into the 
ground. But there! I’m moralizing, and 
that is peculiarly an editorial privilege. 

Yours faithfully, Gro. Epcar. 

———_+o+ 

Atn’t no use to go fishing for big 
fish with little bait—if you want to catch 
the most customers you must use the 
big circulation papers for your adver- 
tising bait.—White’s Sayings. 
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LATEST RELIABLE INFORMATION 
ABOUT “TOM” MURRAY. 
Tom Murray, whom people now ex- 
pect to spring some new advertising at 
frequent intervals, is keeping up his 
reputation. His advertising has always 
been unique, but the attractive part is 
that he always has something different. 
Possibly the one revailing note in the 
whole tune is the “Tom” signed to 
everything instead of the inore dignified 
name which most firms adopt. In line 
with Mr. Murray’s_ recent remarks 
about topics of local interest, he came 
out with large posters saying, ‘Elect 
me for mayor.” He modestly informed 
the public that he thought he was the 
best man for the job and would give 
them everything they wanted. Mr. Mur- 
ray kept this up so persistently for a 
while that people began to wonder if 
he were not really in earnest. They 
knew that he had accomplished wonders 
in his mercantile business in a short 
time and they were not so sure but that 
he would want to take a big jump while 
he had a running start. [For some time 
Mr. Murray has kept, at intervals, a 
large card in his window, which told 
the temperature of that day and beside 
it was the temperature of the cor- 
ae commas day last year and the year 
before. his, of course, he only shows 
in extreme or changeable weather when 
people are naturally wanting to know 
the temperature. On some hot day last 
summer there would he quite a crowd 
before the window reading this card. 
Perhaps at the top it would read, “It’s 
not so hot,” and perhaps it would show 
that it was hotter on the corresponding 
day last year. Mr. Murray still uses 
blue pencil window announcements, 
which first brought him into promi- 
nence. The feature about these, as 
with all his subsequent work, is their 
entire — unconventionality, Somehow 
they talk to the people in a_heart-to- 
heart way and in a little while every- 
body feels as though they knew “Tom.” 
—Chicago Dry Goods Reporter. 


THE enytholaghes + tell us that Minerva 
threw away the flute when she found it 
gave her too much cheek; but the mod- 
ern progressive advertiser throws down 
the little horn only when he thinks it 
profitable to blow a bigger one.—Jed 
Scarboro. 


Advertising Agencies. 


There are hundreds o, L saeasiten ¢ gocncien tn 
this poh ity All perfor: and 
Seoeseary services Ae werd th 

ght ‘orm such serv vice | 


pF if the he fact were 
the latter's tte in 


master. 
rectory, s) Ink desires to Roms Ss classified di- 
rectory, listing as wend ee —— as 
pa bd see the wisdom o; ko card in the repre- 
‘ative nadvertteinaourmna in the United States. 
Buch advertionn ents cost ten cents per line net and 
are set in pearl. Count six words to the line. 


bo pres 


CALIFORNIA—PACIFIC COAS' 
BARNHART AND SWASEY. 107 S Mont- 
Franci est 











ore ; CAN save 
diciously for nowenepere, billboard: ens, 
street cars,distributing, etc. Can place goods with 


wholesalers and retailers. Knowing Coast condi- 
tions, we can place your advertis’g without waste. 


DISTRICT OF COLUMBIA. 
LS" of leading “Want” ad sent FREE, 
RELL ADVEK ING AGEN 
Star Bidg., Woakin ngton. 


ILLINOIS. 
Geer & ee, 115 pn ae 8t., 
‘hicago, new: magazine iver- 
in 0-5 and Canada. Rates suoplied also for 
ish-American and European publications. 


DVERTISERS, phos ney oy ree ye ‘ing your 
advertisi d = 18 years 
of ripest ex to all 
successful advertising. 
Guide FREE for the asking, GUENTHER-BRAD 
FORD & CO, (Founded” ‘1885), Schiller Bidg., 


KENTUCKY. 
M. CALDWELL ADV. AG’CY, Louisville; 
e plans, prepares, places advertising. News- 
papers and magazines. 


MARYLAND. 
Maacunss ADVERTISING va lbnanm pte — 
i Estab. 1876. New: 


r, 
outdoor advertising written, "pl 
Don’t spend $1in Md. before getting oure 


NEW JERSEY. 
AIL-ORDER ene A SPECIALTY. 
STANLEY DAY, Newmarket, N, J. 


we aeek 


sales managers. 
and ‘designs upon request. 10 Spruce 
Street, New York. 
ORTH AMERICAN ADVERTISING CO.—Or- 
ganized wy advertisers to give advertisers a 
a a, L. Perine, oe W. W. Seel 
ice :F _sueee Gibson, 
son, 00 William St., No St., New 3 York. 


PENNSYLVANIA. 
yor wit ae 5 —_ done in the past, not what 
may 40 in the future, but what we can 
do for’: you r ~ now. 
May we il'y 
THE H. lI. IRELAND ADV fe a AGENCY, 
925 Chestnut St., (Estab. 1890.) Philadelphia. 


alent, 
LEXANDER & CO., Newspaper Advertitnn, 
Established 1891. We also es established 
papers for sale. Spokane, 


OANADA, 


H°y often By > mated of American firms tell us 
that thei: eens tp ine ee because 


Canada. Correspondence solici' 
” ESBARATS ADV. AGENCY, Ltd., Montreal. 


Classified Advertisements. 


Advertisements under this head two lines or more 
withe od di; y, 70 centsa line. Must be 
in one week in advance. 


WANTS. 
XPERIENCED gency gency solicitor. References 
required. NATI ADV. CO., sr oo 
ORKMAN WANTED—All round printer 


No_ tramps need apply. NORTE 
WEST Fa & HOME, North Yakima, Wash. 


ORE, than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


pgp bo ay SOLICITORS wanted. Active, 

right, business getters. Good commission. 

Old ats dru, pease. Address RETATL 
DRUGGIST, Detroit, Mich. 


0 ADV. AGENCIES—A man who writes good 
adsin prose, verse or jingle, at a moment’s 
notice, wishes to connect with responsible house, 
a “SALESMAN- WRITER,” care Printers’ 


poston as adwriter—assistant r manager. 

Correspondence courses and some success- 
ful experience. Excellent references. Will ac- 
cept small salary propre dt cessful writer 
otextensive advertising. C. T., this office, 
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peeks Ad NEWSPAPER MEN’S EXCHANGE, 
lished 1898, represents competent work 
ers in oF ee. wend for klet. 368 
Main St., Springfield, M. 
DESIRE the names, rates and circulations at 
ees and magazines willing to ta! 
sons is an assured investment in return for aa 
the same. KDWARD K. BEALS, 
Agency, Lewiston, Me. 
HE sea age | ot ambitious advertisement 
wri directed to the offer in this issue, 
under von Ld “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


W Astzp. -Several newspaper _—_ edito: 
advertising agents, linoty rd an 

machinists) to join with capi 

the ae tas a daily newspaper. Address, 

0 2% Lafayette, St. Louis, Mo. 


"ANTRD Advertisers eri to know that the com- 


plete rural directory of aericcy, & 
o.. i. ust -_ of oe eee. 000 heads of farmers 
routes in county, price $5. 


MILLARD MAILING AGENCY, Sp eld, Lil. 


IRST-CLASS adwriter, with three years’ ex- 
perience as advertising manager of weekly 
newspaper, desires position with a responsible 
advertising agency. prepare copy or handle 
ooerespes ence successful ly. Know mediums 
and rates. Best references. Address “G. G.,’ 
care Printers’ Ink. 
UBLISHERS desiring the services of a gentile- 
man of large experience in the business de- 
ment, a man of constructive 8 executive 


mically naging 
will please address “B. D. O. 
Ink, New York. 


ANTED— Advertising 60 st have an familiar with 


a eae nw Sade and salary desired, 
will be held strictly confide: ntial. 
Address “8.-B.,”” 
Printers’ Ink. 
Ani to tone daily newsletters to 

he in a radius of 500 miles of 
this city. Ttake. Li. space in ex- 
change. Not a fake or a scheme to get space for 
next to nothing, but an honest effort on the fren 
b an oy ag a _ earve his brethren 


Send fi culars. Add 
NATIONAL N NEWSPAPER RYNDICATE, 39 — 
per Building, Washington, D. C. 


“Seems. 

nd stri confi ential A vAdarons, “CLOSE 
RPORATION, %s care of Printers’ Ink. 

pwertens AND SOLICITORS—You can 

$100 to $500 a month with a little easy 

work,a — ‘ow a day, by a new and original 

j= 1 ie a ont out and proved to be a sure 

uare 


ne 
ght in your 
information—it3 mon 


36 oxerman Building, 


for 


Reeve you a vacancy for an energetic young 

mant Iam 21 years old and want a posi- 
tion in the advertising department of a publica- 
tion or in an agency. I am a willing, intelligent 
worker. Not much experience, but lots of en- 
thusi and fid in myself and in my 
ability. Can you use mef CARR, 260 W. 115th 
Street, New York City. 





mns of PRINTERS 
advertisers, blished ‘woskiy at 10 
New York. duc h advertisements will be inse: 
at 10 cents per line, six words to the line. 
zs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 
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Y ogNe man, educated, refined, agg es 
four years’ business experience, w 

change to position of greater responsibilit Yi 
wants chance to demonstrate ability, with ad- 
vancement and salary proportionate; advertis- 
ing line preferred ; Al references; locality, 
Boston. “8..” care ot Printers’ Ink. 


"ADVERTISEMENT WRITE WRITERS, especially be- 
ginners, will have an hy yt 0} porta 

nity to demonstrate the e 

ay A by writing to us. We will tell you thor 

to start a business of ,your ny at home — 

on L-L f ord rdinady 

writer t ears of ©: 
Write toaen y ry experience. 


WELLS & CORBIN, 
Suite B, dm Land Fogg Bldg., 


ARE YOU SAT aateviep 
with your present ition or anlary If 
not, write ne office for booklet. We have 
£ 8, secretaries, advertisi 
etc. Technic: 
clerical and “Cmecutive men of all kinds. High 
grade camer. 
HAPGOODS (INC.), 
Suite 511, 309 Broadway, New York. 
Suite 815, omasivases Bidg., Ph . Phila. 
Suite 529,’ Monadnock Bldg. , Chicago. 
Suite 1326, Williamson Bldg. ‘Cleveland. 
Pioneer Bldg. -» Seattle. 


PHOTO. ENGRA VING. 


LLUS. in _ print re; sproduced, 50e. wy =“ 
Tuk EreorROvYPe GO”, Wilmington: De 











——- +0 
com CARDS, 


PER r lots at lower ices. 
rs’ $2 ACME COIN Mt MA _ 


ER CoO., Burlington, Ia. 
ER 1,000, Less for more; any printi 
$3 *y THE Ae ~¥ 


COIN WRAPPER CO., Detroit, Mic 





MAILING ¥ MACHINES. 
HE DICK MATCHLESS MAILEH, lightest and 
uickest. Price $12 FS J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
————0e 
TYPEWRITTEN LETTERS. 
MITATION typewritten letters which are per- 
I ITTATION typewritten, letter SMITH PRINT. 
ING CO.,81z Broadway, Toledo, Ohio. 
she real pat ste. Each letter cmetuity pe 
PE tities Send 2 samp) ste Mise THE sin 
uan s. Send a e. 
P. Box 105: N. Y. 
ts tt SRR eres 
TRANSLATIONS. 
Ceciaity. Law translations are m 
cialty. Trial orders are respectfu ly re re- 
me ALBERT TACEA, 610 Commercial 
ley, New Orleans, La. 
FINANCIAL. 


TSS oe pent INC., which has pur- 
hased medicine business 


th 
of the late ci ar Bho Pace of Sholl’s 
‘au . Fevers, 


share. 
SHOLL 00.1 IN berlington. J. 


BUSINESS OPPORTUNITIES. 


NFORMATION, Binghamton, N. Y., publishes 
monthly list of novelty, manufacturers; tells 
successfully; how to enter mail- 





poe bo ag 

trade and manufacture exposes 
frauds. It reaches agents, camvanners, "distribu- 
tors, mail-order dealers, novelty manufacturers, 
salesmen, streetmen, etc. Advertising rates, 10c. 
per line; three months on trial. 10c. None free. 


HE MAIL-ORDER WAY 
THE ONLY WAY 
TO MAKE MONEY. 
ont inom, joviting, legitimate and congenial busi- 
ibe to y Mail-Order Journal, In 


bee Ki. . ce: has put hundreds next to making 
money, Three months’ tral. fifteen cents. 


Room o Sehr ® balding.A 
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CARBON PAPER. 


MMT, MO TTETELDS CANBON 


ORES, 123 Liveus 8t., New York. 


pablo aa, 
ADDRESSES. 


IXTY thousana names of rural route peerens 
Ss" ak wes as mole at $2 per thousand. 
espec: lally ool .~ See DaILy Cavirats Des Des 
nes, Iowa, for su! ion purposes. 
Loy cemnoh be improved upon for mail-order 
business and are 10 comer Oss some wy tg hrough 
the post-offices. Names sent Only a Des 
lists. Write at once. D. LY ‘GAPITAL. Des 
Moines, lowa. 


<2 — 
INSTRUCTIONS BY MAIL. 
UMAN NATURE TAUGHT su 


mail or no pay. # LY per oan. n. only. Wouldnt 
J 


this hela TO OF, OF | toatan NATURE, 


N° 


PAPER 


INDEX CARDS. 
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BULLETIN BOARDS. 
ALL BROS., 115 Dearborn 38t., Chicago, lll. 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads ds entering Chicago. 


SUCOREERE =P TIN BOXES, 


‘(HE appearance o of a package o' ofttimes en. it. 

T You cannot pe ne how beautifully 

* boxes can be decorated and how chea: they. B 

until you get our samples and quotations. Last 

a’ we made, amon age oe er things, over 
million we pom id five 

ne boxes and caps. 

minder called “ Do It Row. * 


3 aw ta ite GaN SIOPFE i Birase Y, 


ne. New Yor! 
The largest maker of Tin pees outeide Of the 
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BAD DEBTS no 
= TRICTLY Seetelies oe mney 





y= CARD index wantsattended to tl 
satisfactorily at prices that will com- 

mand your trade, Get our rices and samples 
patoce "ac! orders. STANDARD INDE 
17 Arch St, Lt Mfrs. 

Sard ee Supplies A nd Filing De 


PUBLISHING BUSINESS OPPORTUNI- 


REAT domestic memset the few 
x. can_be o! ~~ = by. ad 


hia line should inquire pooumeiy PUM ERSON 
P. HARRIS, 253 Broadway, New aS 


O you want to become a 3 blisher in one of 
the lew York, Chicago. 


jeree cities like 
With a few thousan 


i mea or ee 
dollars cash am a good business ability, yo you 
can Aust as well “tive a useful, active, satisfying 
life in the center of things as to So cieenae days 
in the country where there are 


big 
holl 
party wholly 


t currents of med. 
ern life. If you buy the Fight kind of a weekly 


ich, while it may not 


or ay ublicatio’ 
be i +4 Ls fi ‘tes A ex 


int st field, 
p= toby “and hen pr 
triously, there is no reason awe, you should not 
have an honorable career hare of the 
og: things of this wera. j aid in guid- 
those who wish to weeny toca te in the pub- 
in baainess, MERSON P. HARRIS, 253 
. New Y 


—_ +o 
NEWSPAPER BROKER. 


NEWSPAPER Opportunities—Have excellent 

daily and weekly papers for sale. Republi- 
can weekly at $20,000, paying a profit of $5,000 a 
year; Democratic weekly at $8,000, paying the 
owner $2,500 a year; $20,000 Republican daily in 
Kentucky doing an annual business of $19,600. 
Tell me your wants, and I'll furnish properties 
that show profit and are pleasantly situated. B. 
J. KINGSTON, Newspaper Broker, Jackson, Mich 


————_+>os—__—_ 
CALENDARS. 


OST artistic line of adverti 
ever omnes Ley for price 
ASSETT & SUT 


HIN 
45 Beekman St.. New York City. 
HALF-TONES. 
FECT copper half-tones, 1-col.. $1 larger 
10¢ Ty in THE YOUNGSTOWN AkC N- 
GRAVING CO., Youngstown. Ohio. 
E would ise to 2 cotimate, on your half tones 


either for the new: ther work. 
STANDARD ENGRAVING Ct 8) AND St., New 


ia real A a ah 





© mee, 





EWSFAPER BALF-TOM? ay 

2x8, 75c.; 3: 4x5, $1.60. 

Pelivered wis when cash accompanies the order. ' 

KNOXVILLE ENGRAVING OO., Knoxville, Tenn. 
pre davinceetcee'-e Alling 


TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


ron. DAY- AND-NIGHT mA DIUSTME a 
2644 Chicago Avenue, Chicago. 


SUPPLIES. 


Doxme 4 non-inflammable le type wash. A 

substitute for ve and benzine. For sale by 

the trade. Made by THE DOXO MFG. CO., 
Clinton, Ia. 

D. WILSON PRINTING INK CO., Limited, 

e of 17 Spruce 8t., New York, sell more mag- 

ames cut than any other ink house in the 


Special prices to cash buyers. 
HOTELS. 
HE LITTLE HOTEL WIL) WILMOT, 
South Penn Square, 





than formerly ; the 
new addition 
provides commodious 
smoking and writing , 
rooms and other 
conveniences. 

Just a step from 

= Pennaylvania Ry. 


THE °RYERSON W. JENNINGS CO. 
——~e—_—_—_ 


PREMIUMS, 


YON & HZALY'S NEW PREMIUM CATALOG, 
w ready, contains musical instruments 


on & Healy, 199 Wabash A t 


EL oe goods are trade ro Thou- 
sands ive premiums suitable for 
oe gee aa . — — the apy makers 
and wholesale ae awe and 


lines. 500-page list 
blished — Bas issue now ready; 
. F. MYERS CO.. 46w, 48-50-62 Maiden Lane, N.Y. 
PRINTERS. 


the million. ——— for booklet. 
PRESS, — ee 


rinted in a. tenee juantities. 
RT PRESS, Chicago. 3 


B°? KLETS b; 
STEWAR' 


NATALOGUES 
Write ogg 


P®yrans rite R. CARLETO IN, Omaha, 
Neb., for man lodge cut catalogue. 


_ SIGNS. 
HE “HOOSIER,” WATERPROOF SI 
TT" he best reasonable price = 





Works,” Dept. D, 
ENGRAVING. 
ANDERS ENGRAVING, © CO., St. jaan 
Elec and _Photo- 


SIGNS FOR VERTISERS yoy 
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MAILING CARD SPECIALISTS, 


pn it worth 1}; cents to s to reach your trade! Write 
ANSOM & ALLISON, Te Gnsd Bpe- 
lalists, 603-4 Elisworth Bidg., 
SS ee 


agg NG. 


Ape tie Electron 100, my t. aban 
up. 


slowumahteath 


MAIL Of ORDER. 


AIL-ORDER MEN, MIXERS AND PUBLISH- 
ERS ; I will- honest! ly mail your circulars, 
n Tr a at 10c, per 100, $1 per 
ey and try m 
DANA M. BAER, 
_— X., .» Laverne, Minn. 


HOUSE-TO-HO Use. DISTRIBUTING. 


Y NATIONAL DISTRIBUTING SERVICE 

= the result of yi f practical expe 
EW. A vertising matter direct to reli- 
able, jocal distributors, to the entire satisfaction 
-aeyeaaerng lam pleased to 


proposition that covers every 
town and Any of over 2.000 population in the 
United 8 , also hundreds of smaller places. 
All matter is sent to reliable local men who 
make distributing an exclusive business and 
who pessonay euperemens the distribution of 
all matter, I e@ personally ri eeepegeee 
you tor a strictly Sepedines service at all points, 
and cheerfully make good where contract is 
violated, It will be to oom amma 
v 


WILL A. MOLTO 

National pe VV ne Dat ibator, 

in Office, it, Clair St. 
Cleveland, 0. 


FOR SALE. 


INOTYPE for, sale. First-class condition. 
Address “B. M. M.,” care of Printers’ Ink. 
Wo second. tapes Gaps now doing 

DAY,” New 


London, Conn. 
OR SALE— Se ee ocratic weekl 


Western , oe $2,000 
“T. 919,” care Printers’ Ink, 
og tae and 4 eight-page Scott perfect- 
88, with A ae ig stereo outfit. 
Address ce TRIBUNE, Onk 


—— 7. ee 
resses, paper cutters, t, 
cond for in list. hic 

L Oliver Ae 
49 xX 6 POTTER TWO-REV.; will print 4 
+f id 7ors&col. A _—o- 
press for bo per — SH 

RRD PRESTON, 67 Oliver St. Bo 

ALF interest in established cxsraving and 
printing business; no debt; r cent divi- 


dends last mr excellent opportun ty good rea- 
eons for se! “DOCTOR,” care Printers’ Ink. 


OE SOURS OTLINDER. ayy! or withows 


a attached; will 4 pages of a 7 
to Poo Will 


, 3, " hour. 
— * dak PRESTON, 





% aggi! a om] 


ang_erindr presses, b 
, material, kind- 
JARD PRESTON, 


DB, 


rade in part 
ior ein Part 
buys Art cles f ur and eight page 
$1700 Gons Perfect az Prom, wit entire 
reotyping ou 

Shafting, pulleys, etc. with ith press . orse- 
power runs it; 7,000 to co %, rm = 
guaranteed. Just the thing for live weekly or 
growing daily. Ac yb. A PRESS,” this office, 
aims 


ADDRESSING MACHINES. 


ae yt ed MACHINES—No type used in 
Wallace stuns o¢ dressing machine, A 
card inde stem of addressing used by the 
largest pu! ors thronghout the ¢ sountey. Bend 
foreirculars WALLACE & CO., 29 Murray 8t., 
lew York. 


DESIGNERS AND ILLUSTRATORS. 
aaEING, maria koxp illumi- 


22 EPO eee” See 





PRINTERS’ INK. 


ADVERTISING NOVELTIES, 


Priastuding ad Pocket Walle, of, 5 1 4 for 10, 
somone * Wear like pik 
Pay Ey Chestaut, F Pitledelnk phia 


Mauna. AING cars Bovelty. ae the Facts 
sample for for = 
stamp. GOULD rir ’ $24 Dearborn St Chicago, 


A BRIGHT steel all file, $30 per ‘ioened. 
Turned, oe 2% oes, per thou- 
sand, Sampl pond leather cases, 0c, 
Agents wanned. 4. Cc, KENYON, Owego, N, Y. 
COAT HANGER, be bearing your name and ad- 
Rony! «iven to each customer, keeps clothes 
in shape and makes friends. It costes little. Let 
us tall ft itover, BELMAR MFG. CO., Canton, Pa. 


W ihe for sample and price new combination 

mon Boo and Hill File, Keeps your ad 

ousewife and business man, THE 

WHITKH IAD & HOAG CU., Newark, N. J, 
Branches in all large cities, 


Ors JLULOID blotters cost more than » qudinary 
ome, do, bas they bring results the 

ite for samples and Pobany THE 
Re TIMOR BADOK & NOVELTY (CO., 23 
Broadway, . 


66 A USEFUL, unique and effective advertisin 
novelty is the Mystic Wal 
which comes from the BOLLIDAY NOVELTY 
ADVERTISING WORKS, ox, Ind.”— Advertis- 
ing World, Dec., 1903. Sample of this wallet and 
particulars for 20c.; 1,000 w th ad in gold, $38, 


A DVERTISERS—Are you looking for the best 
thing out? An pbvestiies novelty that 
men and boys wear daily. 
to sell or give away at the World's air. Never 
offered before to advertisers. We would like to 
currespond with a firm who can use our entire 
my for 1904. G. P. CUATES CO., Uncasville, 


noveliy 


~ SOMETHING! NEW IN yaw IN ADVERTISING 
VELTIFS, 


Advertisers who waa a distribu , useful and 
nal souvenir for stribution will do 
well to write for descri nm and 
TER WALL LOOBE L A "PER 
RANDUM BOOK BA, size). Absolutely 
new and up to date, J the t ening for pub Publis 
and for convention souvenir. 
TENG WALL FILE AND LEDGER GOMPAN 
Chicago, IL. 


- 


ADVERTISING MEDIA. 


line for advertising in THE 
10% jon , Bethlehem, Pa. 


95 4 Opnrs for 9 words5 days. ENTERPRIS§, 
Brockton, Mass. Circulation, July, 9,060. 


‘Abeer GUIDE, Newmarket, N.J. A 
stal card — will bring sample copy. 


RITE * 8 Business Bringers.”’ 
THE RELIGIOUS PK ESS ASS’N, Phila., Pa. 


A NY person advertising in PRINTERS’ INK to 
the amount of $16 or more is entitled to re- 
ceive the paper for one year 


OpLeRy. NEWS, 25c. year; ad rate, 
nch display. Circulatio: n, Tab re 
WILLIAMS 2 M ‘TLAR, New Branswi ick, N. J. 


ba GooDs REVIEW, 506: 506 Security Bldg. Cbi- 
es to country merchants. Sworn cir- 
culation, 3000; adv. rate, $1.50 an inch, 15c. a line. 
TT PROGRESSIVE MONTHLY, Indianapolis, 
Ind. Best medium for those wanting to 
reach agents or the mail trade. Rate, 10c. py 
on request, 


PECIAL one-inch “ad,” six months, $1; one 
SS month, 25e.; 60 words 1 inch. i 
1 2,500 renders, ANYBODY’S MAGAZIN: 
Poskekilt, N 


- close desirable contracts for 1904 quick. 

Only way to reach cultural Colorado. 

All read the Rena’ ISTER. Rate 12c., space limited. 
REGISTER, Loveland, Colo. 


Ta BADGER, $00 Montgomery Pldg., Mil- 
waukee, ale family monthly circulation 


neral, 60 te 30 cente a line. Forms 
ny tive thd. “ha oak 7% our agency about it, 





PRINTERS’ INK. 


Tied Cirouaiton ot ho copes each issue, 


Po by the ak in Newspaper cho 

N TRAVELERS can be reached 
A "monthly through the eastern and western 
sections of the Travelers’ Railway Guide. Write 
for parncuers to 24 vark Place, N.Y. or 158 
Adams St., Chicago. 


ZINE—I¢ is the best way to ad- 
<—* n “—— rint them cheap for A and 
give 00,000 cireulation at once, Send 10c, for 
plan and snp» RoRER 
2061 Washington Ave Ave., _— York. 
000 & GUARANTEED circulati jon, % 
s conte 6 . — saaw’e what uke Sit 
UNDER re the mon 
Patronized by ail ” contin mail-order If 


oe x ae ae §) not ae of the 
FINDE ou are ma 

See aoe ates. THE PATHFINDER, 

Ww 


ward Island Examiner wants 


most 

= 3,800 copies. 
advertisement in both. 
Prince Edward Island, 


Six cents per inch 
EXAMINER UB. CO., 
Can. 

— —-  ~>> -—-— 
ADVERTISEMENT CONSTRUCTORS. 
RED. W. KENNEDY, 39th and hengiey, Chi- 

cago, writes adve' —your way. 
GOOD ads for a_ groce: store $1.00. 

100 BAIT PUB. CO., Toronto, Can. 


nagazine and trade paper ads, 
Rite CLA tte RENCE R, BRC R. BROWN, Cresco, lowa 


Grac 1AL cuts and 0 special writing for eve' 
retail business. Very low rates for 62. AR 
LEAGUE, New York. 


5 ADVERTISEMENTS, ar any line of business, 
‘ written and mailed ou for a dollar. 
J. H. LARIMORE, Westerville, Ohio. 


RACTICAL, common-sense, business-bring! 
advertisements written. ESTELLE B 
THING, 22 Munn Ave., Kast Orange, N.J 


ENRY FERRIS, his! 
Advertising Writer and Adviser. 
Drexel Building, Philadelphia, 


Heine ingles, in rollicking rhyme, 
Ls being you the business ovary tim 
Tell bad, aan ou want—I’ll know what to 
LOVEJOY, Advertiser, at ser, at Roslyn, Pa. (Box rh 


WILL write and print 1,000 1,000 8- pp bopkiete 8 or 
si, 6 5 ad Ky. 2 Good t ets bring big 
~oe Ask for sam- 
aan Chestnut, Phila- 


mark, 


ples, Le FINK, Ji, Fifth, ab 
delphi, 


Abid ‘RTISERS—If you wa you want strong, forceful 
d effective e drawings, illustration tions and 


orteinat Cony, wri iT,” care of Teng- 
Talk Poemeg Ill. Expert work. Prices 
reasonable. 


i a specialist in clean adv. welgunpiy’ 
Steam Laundries—Towel alr bela omy 
rl yonning and Dyeing. 


iale root of abit : 
SO WILLARD BOTTOM OME, St. Paul Bidg., N. Y. 
RADE winning booklets. catalogues, mailin, 
spectuses, form letters, etc., wae 
w for free boo 


ards, 

se ganas pospee Prin nted. let 

“How We Hel isers.”’ SNYDER, JOHN- 
Chicago. 


BON & HINDMAN, 904 ot Tribune Bldg., 


Pretty BOOKLETS— 

A sensibi written booklet, printed in good 
taste, is a selling pow: 

It you w wish a good pieee of work at a fair price 


F. H LOVEJOY, Roslyn, Pa. Box 1. 
P PRINTING 
PRINTIN 
PRINTIN 
" Printing of every description in first-class style. 
Advertisements written in a clear, convincing 


manor, Send for booklet on 
«PRINTERS INE "45 ose St,, 


39 
Mts weet is the sort that usually gets ond fe. 


shows plenty” ¢ Zommon-senee nfo 


ment and care about hav ou 
what particular abo oS 
Catalogues, ma ou. peat ao 
catalogu malt 

gad magaaine publicity icity. JAMES J, NO 


‘THE America: Sean, speaking of the 
hy iiterature of a —¥. a m: — 
: “The way they go 
Ga, Becca ten Diario 


I Tater five cash prizes. prises jaw macy te nonal 
adw' iting contests, not resting on 
lam ing to-day 


advertising 
get: ro than @ ever, 


to do better work than I have ever 
wid +4 lam doing it. 


our mutual 
JED BCARBORO, & 5578 la Halsey 8t., Brooklyn, N. Y. 
TEMPTATION. 

life fs the production of tempting edverticing 
ny life uction of temptin ve’ 
+f es—ot t that ‘ tempeh” people ~ be 
lieve that it mi; if Lay to correspo 
hose w: Santee o ae ing’ booklet, 
iroulars, ete. 
hose whose confessed 1 


x way of “apples, 
‘uninoee, saan letter (4. ¢. fe 0 bette fetter 
yon 





rest takes Fe Seems 
nm all manner of “fruits” 
mpted others. Possibiy 
ic wat ‘temr it even yout 
No. 31. FRANCIS I. MAULE, MAULK, 402 Sansom St., Phila. 


O ADVERTISKMENT CONSTRUCTORS 
(Amateur 


FOR R THE BEST “ADVERTISEMUNT. 
100 FOR THE SECOND BES' 
EACH FOR THE NEXT FOUR IN MERIT. 


For the | ps ms of encouraging amateur ad- 
Spptepenens on reenten gS as weil as inviting the 
aid of the suaaeete ession, the Ripans 
Chemical Sernice will, — the. next twelve 
months, pay tn for fifty- ph adver- 
tisemen that they think 


good ——* . to haveen A... and 
to day as aqeeeees. a and at 
December 2, 1904—-will + y and 
cash prizes for the six t 
adve ments that have th submitted. 
The advertisements “of. pans Tabules 
have been before the public = A years. 


They were the first 1 largel: advertised propri- 
etary medicine ever sold in tablet form. 3 


They were the first remed ford er 
sucoemstally popularized tb tbrough Pt anton May 


They are the only proprietary’ medicine sold in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 

of Ripans Tabules, as a dys) ja remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


sf hundred million n Ripans Fabaies & have been 
rchased at drug stores in the United States in 
a Doing year. 


Every 


store in A America sejls Ripans 
Tabules, an 


can give names and addressee of of 

persons who have been benefited by their use. 
Interviews with such persons furn’ the 

for effective ps go Bd of 


Ri Ww 
cullen pointe, be but = mpeg tothe public in in 
an advertisemen to thousands of others 
preciesly like it who t had thought themselves 
7 only C ak ph png red in that precise way. 
The rem one ae or relieves one is a boon 
to every Fa her "person living under similar con- 
ditions. ing value of individual 
cases van eat be overestimated, 


Address . communications to 


CHAS: H PRESIDENT, 
RIPANS CHEMICAL G COMPANY 
No, 10 Spruce 8s., New York, 
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ADVERTISING FOR PRINTING 
OFFICES. 


In the first place, my signs read “Neat 
Printing.” I never did like the way 
most signs are made—“‘Job Printing.” I 
have two frames with glass in them in 
which I display, in front of my office, 
samples of my recent work. I change 
them often, and I know they pay me 
well for the trouble. I keep my office 
clean and in good shape. If printers in 
small towns will look after the farmers’ 
work they will find it worth having. My 
orders from farmers last week amounted 
to more than $29.00. I advertise in the 
country with fence posters, and every- 
body within seven or eight miles of 
town is familiar with my trade mark. 
Tell the people you do good printing— 
and then do it. 

When I put in my last press I asked 
the people in to see it. I told them about 
the throw-off, fountain and distributor; 
showed them around the office, told them 
what this and that was for, and did a lot 
of good advertising. You would be sur- 
rised at some of the queer ideas people 
ot about printing. And thousands of 
people in the United States have never 
seen a type. 

My elice is on the ground floor, “‘just 
fifty-three steps from the postoffice,” and 
I have made people familiar with the 
phrase, too. 


Let a printer send out a series of 
printed things showing each class of 
work handled in his shop. Let him be- 
gin, for instance, with blotters, and then 
issue at regular intervals folders, book- 
lets, posters, mailing cards, etc., showin 
what he can do with different forms o 
printed things. He should state in clear, 
concise language just what he can ac- 
complish in fine half-tone and color- 
work, if he is looking for such work, 
and should back up his claims with fine 
examples of the results he says he is able 
to secure. If he is looking for the cream 
of the trade, he should spare no thought 
or expense upon this mail-order adver- 
tising. If he is simply looking for a bi 
volume of ordinary printing, he should 
make his advertising catchy and neat, 
rather than expensive, and confine his 
appeal to price advantages. 

In this way the printer is bound to 
receive the attention of all who are in 
the market for his goods. If a business 


PRINTERS’ INK. 


man wants artistic type-display, or ex. 
cellent half-tone printing, or three-color 
illustrations, and he receives from an 
firm: samples ot such work better than 
he has been getting elsewhere, that firm 
is bound to receive his attention. If g 
business house wishes to get out a lo 
of printed matter at as low a figure as is 
consistent with neatness, and a printer 
sends to it samples of effective work 
with the claim that he can turn out such 
work at a lower figure than any of his 
competitors, you may depend on it that 
printer is going to be investigated by 
the business man in question. 

One common-sense point for the print- 
cr to remember is that business men do 
not give their patronage for sentimental 
reasons. They all want to get the best 
v: ue for their money, and are conse. 
quently open to persuasion. Now the 
main reason that so many attempts at 
persuasion fail is that the average print- 
er, instead of sending out advertising 
matter, sends out boasts. The business 
men receive ream upon ream of printed 
statements that Tom, Dick and Harry 
in the printing business can wallop every 
other Tom, Dick and Harry at the same 
trade. But of the evidence that these 
statements are true, he gets almost none, 
—Practical Printer, Inland Type Foun- 
dry, St. Louis. 


rh 
WHAT MR. KEISER DID MAY BE 
DONE AGAIN. 


An intelligent idea backed up by con- 
scientious advertising more than often 
makes a revolution in a particular line 
of business. Since the sailing of the ark 
men’s cravats of the better grades have 
been made from a certain kind of silk 
known as barathae. A certain New York 
manufacturer a few years ago startled 
the cravat trade of the country by ad- 
vertising his make of baratnae scarfs and 
cravats. He capitalized Barathae and 
hitched his own name in front. To-day 
ninety-nine out of every one hundred 
men will positively affirm that Barathae 
is a proper name—in fact a coined name, 
and that there are no other scarfs any- 
where like ‘‘Keiser Barathae.” The re- 
sult is a business that has increased at 
a rate previously unheard of in the trade. 
His competitors are still rubbing their 
eyes and wondering how ft was done.— 
Booklet from the Chappelow-Goe Com- 
pany, St. Louis. 








Normal Instructor 
andWorld’s Events 


Control the trade of 
200,000 
Of the “Best Mail-Order 

Buyers in the tytn 
abisest caret at 
oa ete oa 
A Ses remuenne 00, 
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PRINTERS’ INK. 


EntHUusIasM without cool judgment is 
liable to blow in the appropriation on 
one insertion. It takes time, repetition 
and common sense argument to make 
people believe in and buy your goods. 
Confidence can be quickened by right 
advertising, but it takes time to inspire 
belief in your business, no matter ho 
big your advertisements.—Jed Scarboro. 
ESL IT DESEO AS STONES 
———eEeEE 
Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position — if granted, 
Must be handed in one week in advance. 





CHARLOTTE, N. C., “NEWS.” 
An examination of Rowell’s American News- 
per Directory for 1903 reveals the fact that 
the Charlotte Mews has a higher actual average 
circulation rating, in figures, than any other 
daily in North Carolina. 








1,500 Mail-Order Names 
Buyers, $2.50. 
COMMERCIAL ADV. AGENCY, Hamilton, O. 











ADY. 
soveLts MADE FROM NAILS 
They’re attractive. substantial and cheap. 
pomele 10c.; booklet for the asking. 
WICK HATHAWAY'S C(’RN., Box 10, Madison, 0. 











The Evening Journal 


JERSEY CITY, N. J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 

ADVERTISING of 24 per cent. 

CIRCULATION from 17,532 to 
18,407. 

THE ESTIMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 


A HOME aad act a 
_ STREET Circulation. 








4! 
IN WOMCESTER, MASS. 
About-fwWelve months ago the 

Gazette moved into its present 

building, leaving behind its en- 

tire old equipment. Witha new 

Hoe Press, new Linotypes, new 

type and new outfit through- 


gm@™t, its mechanical department 


is distinctly up-to-date. 

The Lvening Gazette is ren- 
dering advertisers the most de- 
sirable sort of service. Its well 
organized carrier delivery—the 
largest in Worcester—gives its 
advertisers ‘‘ home” circulation. 

Within the city limits of Wor- 
cester, no paper can render ad- 
vertisers as good service. This 
fact is recognized by Worces- 
ter’s merchants. 

The Gazette has the confi- 
dence and respect of its read- 
ers. Its influence with them is 
a factor in rendering its col- 
umns profitable to the adver- 
tiser. 

Gazette advertising has the 
reputation of bringing custom- 
ers into the stores to buy goods. 

Put the Gazette on your list 
for Worcester. It will give you 
good results. 


For WORCESTER 
The Gazette 
For “Home” Circulation 


The Gazette 


For Best Results in 
Proportion to Cost Es 





1 

ADVERTISING .does not always achieve 
its highest ends when worked out by 
hard and fast rules. It is as elastic as 
human nature. When science can show 
us a way to move the mind with as much 
certainty as matter is moved by given 
physical forces we can all retire after a 
six months’ campaign.—Jed Scarboro. 

Ss 

Hasits formed early in life are like 
letters cut into the bark of a beech-tree; 
they grow and widen with age.—Jed 
Scarboro. 


oy Sea 


wpe 
sie PN 


THE man who has wit enough to 
bug the public ought to be smart enoy 
to make a comfortable fortune by 
gitimate methods.—Jed Scarboro. 

>> —__—_—_ 

AFTER we have secured the reader’s 
attention it isn’t wise to burden his mind 
too much until he begins to warm up 
to our talk; then serious arguments and 
straight hitting can be brought in with a 
prospect of convincing him that we are 
able to “deliver the goods.”—Jed Scar- 
boro. 
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THE FENTERPRISF, 
L. M. TRUXAL, Paore. 
BELLE VERNON, PA. 


1903 





Dear Sir 


Mf. /S- 

















JOB PRINTING A SPECIALTY. 


L. M. “TR UXAL. 
Pe 


Send for Booklet of Best Paper File and Only Correct Job Press Feed Guide. 
McGinty File and Feed Gauge Co., Doviestown, Pa. 
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Why Not Do More 


In 1904 ? 


The problem of making more money this year than you did 
last probably consists almost entirely of the question of getting 


more orders. 


No doubt you can take care of the business very easily if you 
can get it, andno duubt you would consider additional business 
as composed very largely of velvet. 

This problem of getting orders through the mails without 
much expense and without putting more men on the road is one 
that we have studied very carefully, and for a long period of 


time. 


The result is what we call the Ethridge Mail Drummer 
System, and this system is described fully and clearly in a 
little booklet entitled “* Do More and [ake lore.” 

Manufacturers and jobbers who are interested in this subject 


should write for the book. 


THE GEORGE ETHRIDGE COMPANY, 


No, 33 Union Square, 


New York City. 








THE 
TROY 
BUDGET 


FoR over a hundred years this 

most excellent publication has 
been giving advertisers the very 
best returns, and it will continue 
along the same lines for all time 
tocome. It reaches 30,000 of the 
right kind of people at the right 


time—Sunday morning. 


PROY, N. Y., has a population 
of 75,000, with 150,000 more 
within a radius of fifteen miles, 
and they are a prosperous people. 
Tue Bupcet reaches these people, 
and they have faith in it—a point 
worthy of the most earnest con- 
sideration of advertisers. 


BU DG ET 26 THIRD ST., 
BU | IDI NG TROY, N.Y. 

















PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 


Readers of PRintERs’ Ink are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 





Make your headline say some- 
thing—make it tell of something 
you sell or something you do, as 
shown in some of the ads here re- 
produced. “We take good care of 
horses,” “We set your tires cold,” 
“Men’s rain coats” are headlines 
that convey some idea of what is 
to follow, and are pretty sure to 
get attention from people who are 
interested in these subjects, while 
such meaningless and_ indirect 
headlines as “Did it ever strike 
you,” and “We beg to announce,” 
are utterly devoid of interest, 
standing by themselves, and are 


likely to be passed over entirely 
even by those who might be inter- 
ested in the thing advertised if 
they knew what it was. 

This One for a Bowling Alley is Good. 


Strikes, Spares 





and Breaks. 


Did It Ever 
STRIKE 
You that it would be profit. 
able, mentally, morally and 
physically to spend some 
of your 
SPARE 
Time exercising on _ the 
finest alleys in New Eng- 
land? 
BREAK 
Away from the old rut 
once in a while and spend 
the afternoon or evening 
at 


A Good Bank Ad. 


To the 
Man Without 
a Bank Account. 


Even if your business is 
such that you have gone 
along without a bank ac- 
count, the idea is worthy of 
your ouneeeten. 

Every time we your 
check you ma ; * l, — 
disnutable record that 
transaction. It saves you a 
lot of bother to have a bank 
account. Call at 
AMERICAN NATIONAL 

BANK, 


Hartford, Conn. 


























Little ones, averaging five 
pounds each, ‘ust out of the 
smokehouse and as fresh as 
a daisy. Nowhere else in 
Hartford can you find such 
Hams as these. For Monday 
only 12% cents a pound. 





Fresh Treatment of a Salty Subject, 


Shoulder Hams. | 





“Like Mother Used to Make.” 





For Pan Cakes. 


That real thing, Buckwheat 
—the old-fashioned kind- 
that we are selling in 3-pound 
packages at 13 cents; 6-pound 
package, 25 cents, is just the 
thing for pan cakes. e had 
a_ tremendous sale of it last 
Monday and we are prepared 
for another to-morrow. 

Three packages of Pan 
Cake Flour, for 25 cents. 

Three packages of Mother’s 
Oats, for 25 cents. 





Excellent Introductory for Desertp- 


tion and Prices. 











Men's Rain Coats 


Raining in torrents while 
these words are being writ- 
ten. However, by the time 
they get before you in the 
papers the wind may shift, 
the sun may  shine—and 
there'll be no immediate use 
for Rain Coats. But the 
prudent and  frugal—the 
fore-thouehtful—will _never- 
theless provide themselves 
while these chances are pos- 
sible. 


For the Liveryman’s Side-line. 








We Take Good 


Care of Horses 


That are left here for a single 
meal, over night, or a day 
or two. This we call tran- 
sient trade, but we care for 
it in a way that’s calculated 
to make steady trade of it. 
“Leave him with Harv.” 
HARV. L. OSBORNE’S, 
Old Crosby Stand, 315 Main 
Street, Danbury, Conn. 
Telephone 113. 
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Good Blanket Talk. 





Excellent Blankets 


The best blankets that this 
broad land produces, the 
most carefully made and 
tested output of the best 
mills, are gathered in this 
collection. And with absolute 
certainty on your part as to 
quality—for we tell you hon- 
estly all about every blanket 
we sell. Prices are such as 
wholesalers alone are usually: 
able to secure. 

Worthy of special mention 
is 








Well Calculated to Whet the Sausage 


Appetite. 





Little Pig 
Sausage 

At no time since we be- 
gan making Little Pig Saus- 
age have we been able to 
make enough of it. Just the 
mention in this column that 
Little Pig Sausage is ready, 
brings orders that tax our 
splendid facilities to the ut- 
most. 

We'll do our best to sup- 
ply every demand for Little 
14g Sausage tomorrow — 
we're making up a good big 
batch of it to-day. Twelve 
cents a pound. 

There'll be a few Little 
Pig Hams, too. You who 
come early enough may have 
a rare good Sunday dinner, 
from one of them. 

Genmine Blue Point Oys- 
ters, solid meats, 50c. a quart; 
our unequaled Hamburg 
Steak, 12c. a pound; Chicken; 
Boiled Ham and_ Boiled 
Corned Beef, and all the 
other good-to-eat things that 
you’re used to finding in our 
market. 


This Is Good. 














Bowling is the 
King of Winter 
Sports, 


A game of bowling is bet- 
ter than a whole lot of gym- 
nasiums. It brings every 
muscle of the body into play 
and sends the blood cours- 
ing through the most slug- 
gish veins. We've prepared 
for a big season—new alleys, 
new pins, new everything; 
we have the best outfit in 
Connecticut. Come down 
and roll a game or two. 

The best of refreshments, 
both liquid and eolid. 














For a Savings Bank. 


Your First 
Thousand. 


Have you saved your First 
Thousand? The first is the 
hardest. Never too late to 
start. We pay careful at- 
tention to small as well as 
large accounts. 


FOUR PER_ CENT IN- 
TEREST. 

REAL ESTATE TRUST 
COMPANY OF 
PITTSBURGH 
311 Fourth Avenue. 














This Ad Serves to Show that There és 
Something for a Blacksmith to Say 
in Print if He Wiil Only Look 
For It. 


We Set Your 
Tires Cold 


While you wait. No burn- 
ing of rims or bolt holes. 
‘lires set on newly painted 
wheels without disturbing the 
paint. Horse Shoeing, Ma- 
cuine Yorging, General Re- 
pairing and Carriage Paint- 
ing. New and Second-hand 
Runabouts, Concords and 
Business Wagons on hand 
and built to order. We are 
agents for the Sargent Pat. 

oiseless Woaiff Coupling. 
Rubber tires furnished at 
short notice. 

J. J. & E. N. BOOTH, 
13 to 17 Housatonic Avenue, 

Derby, Ct. 





> 








For Heating Stoves. 


$18.00 


See that price? 

It. represents a $25.00 
Buck’s Base Burner. | 

A few of you yet need a 
stove and we have just 
enough to supply a few. 

The cut does not fully rep- 
resent it. So here are the 
attractive features: 

Hard coal base burner; 
elaborate nickel trimmings; 
full size revolving fire pot; 
self-feeding magazine: mica 
on three sides, giving the 
cheerful effect of a  fire- 
place. 

And_ a Buck’s guarantee 
goes with it. 

We'd like to sell you one 
of these, even at the loss of 
$7. It will help us to make 
room and it will acquaint 
en with the superiority of 

uck’s stoves. 

















PRINTERS’ INK 


COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 
CRITICISOM OF COMMERCIAL ART 


The advertising of foods, physi- 
cal culture, etc., occupies about 
three times as much space in the 
magazines and other periodicals as 
the advertising of books does; from 
which it is perhaps fair to infer that 
in these days we are thinking a 
great deal more about the welfare 
of the body than the cultivation of 
the mind. 

All of the really great minds, 
however, seem to be engaged in 
writing copy for food advertising, 
which is perhaps the highest form 
of mental exercise. 

The advertising of things to eat 
must convince the reader that the 
stuff is not only healthful, but 
palatable, and when you have an 
indifferent brand of peptonized 
sawdust to exploit, it is obvious 
that the task calls for an unusual 
degree of ability. 


No.} 


In the midst of this food adver- 
tising people who make plain, or- 
dinary bread were, for a time 
swamped, but, having got their 
breath, they are now getting down 
to business and advertising the fact 
that bread is still the staff of life 
and worth considering as a food. 

Some of the bread advertising 
now appearing in the daily papers 
throughout the country is most ex- 
cellent, and undoubtedly sells 
bread. 

The millers are doing their 
share, and the fight between the 
ordinary products of the baker and 


INK WILL RECEIVE, 


33 UNION SQUARE,N.Y. 


FREE OF CHARGE} 
MATTER SENT TO MR ETHRIDGE, 


the thousand and one patent foods 
is on. 

The small bread advertisement 
here reproduced and marked No, 
I is not one of the good kind. The 
awkward youth, who is obliged to 
accommodate his position to the 
space allotted to him, and who is 
about to attempt the impossible 
feat of swallowing an entire loaf 
of bread, doesn’t make a very good 
advertisement. He doesn’t - look 








No.? 
happy and does not make the sort 
of impression on the _ beholder 
which is calculated to create a de- 
mand for this particular bread. 

In No. 2 the boy has a chance, 
and improves his opportunity to 
make us believe that he likes the 
bread and that the bread is good 
for him. 


ADVERTISING DR. JENNER’S VAC 
CINE 


A little more than ‘a hundred years 
ago Dr. Jenner announced his discovery 
of vaccination as an alleviation of small. 


pox. The following is a verbatim copy 
of an advertisement in the Times, which 
was signed by about one hundred of the 
medical profession, scientists, mem 
of Parliament and the nobility: ‘Lon 
don, January 10, 1803. The invaluable 
discovery of Dr. Jenner, for the exter 
mination of the smallpox, having under 
gone the most rigorous investigation, 
and received the sanction of Parliament, 
a meeting will be held at the London 
Tavern, Bishopsgate street, on Wednet 
day, the roth inst., at 12 o'clock, to 
consider of the best means of carrying 
the same into effect; when the company 
of every gentleman disposed to concur 
in this laudable undertaking is earnestly 
requested. The Chair will be taken by 
the Lord Mayor precisely at 
o’clock.”—Family Herald, London. 





PRINTERS’ INK. 


J) MY FIRST SPONSOR, 


Office of Ceci, T, BAGNALL, 
TURNER’S FALLs, Mass,, Jan. 2, 1904. 
Printers Ink Jonson, New York, N. Y. 
DEAR Sir—Please ship by freight immediately the following goods, for 
which check is inclosed : 
. Bright Poster Red, $1.00 
“ Poster Yellow, : 1.00 
Brilliant Red, ae 
Label Yellow, P 1.00 
Bond Paper Job, . 1.00 
Extra Job Black, . 2.00 
News, . - 275 


$9.75 
Respectfully, CEcIL T. BAGNALL. 


The receipt of the above order recalls to my mind the 
first order Mr. Bagnall sent ten years ago, when he be- 
came my sixth customer. He has the honor of being the 
first one to send me a testimonial, which I prize more 
highly than if he had bought $500.00 worth of ink. It was 
the forerunner of my success, as I spread it broadcast 
throughout the trade, and it brought in lots of orders. His 
testimonial : 


Cecil T. Bagnall, Editor and Proprietor. 
TURNER'S FALLS, Mass., Feb. 16, 1894. 
Printers Ink Jonson, 10 Spruce Street: 

Dear SiR—I note your last ad in PRINTERS’ INK, “sovereign for a shil- 
ling.” While we all know there is considerable humbug i in ink—that is, we 
sometimes pay three times what we should for same results—there is always a 
fear of getting some nasty mess if we go down in price too far. If there is 
anything meaner in the world than a cheap and nasty ink I should like to know 
what it is, and yet the sample I got from you at 514 cents so far appears as 
satisfactory as some I have been paying 25 cents a pound for. 

Sincerely, Ceci T, BAGNALL, 


TURNER’S FALLS “ REPORTER’? STEAM PRINTING ESTABLISHMENT, 


In ten years I have filled 103,479 orders, and not one 
of them was delivered unless paid for in advance. It is 
not a question of credit or rating with me, but if I make one 
exception my cash system becomes a farce. When my 
goods are not found satisfactory I refund the money and 
reimburse the customer for the transportation charges. 

Send for my new book containing hints for the press- 
room. Address 


PRINTERS INK JONSON, 17 Spruce St., New York 





PRINTERS’ INK. 


150 Dollars for 
Practical Ideas. 


Printers’ Ink is the best and most practical 
journal for advertisers and business men ever 
published. 

1 * * 

The writer believes that there are at least 
50,000 business men in this country who would 
not only be materially benefited if they read 
Printers Ink every week, but who would 
gladly subscribe to the paper if they were 
reached in the right way. 


* * * 


Printers’ Inx invites articles and sugges- 
tions which will set forth the most practical, 
direct and least expensive ways to accomplish 


this purpose. 
* * * 


This competition for ideas is open until 
June 30, 1904. 





For the best article received, as above 
stated, Printers’ Inx will pay 


$100 Cash 


For the next best article received it will pay 


$50 Cash 


and the names of the two prize winners will 
be published in Printers’ Inx after the awards 
have been made. 

As an acknowledgment of receipt for every 
article submitted that is thought worthy of 
any consideration at all in connection with the 
awards, a coupon good for one year’s sub- 
scription to Printers’ Ink will be mailed to 
the writer. 

If further information is wanted, address 


Manacinc EpitTor Printers’ Inx, 
10 Spruce St., New York. 
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